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“AT THIS MOMENT” 


A Jam Handy motion picture* 
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Association of Railroad Advertising Managers 


Award 


to Westinghouse Air Brake Company 


for its outstanding contribution* 


through advertising toward a better public 
understanding of the American Railroads 


—- 


Skilled in all the techniques of producing dramatic and forceful motion pic- 
tures with award-winning quality, The Jam Handy Organization is set up to 
help you present your next public service message with dramatic clarity. 


. he 
*Produced by JAM HANDY 
~~ 


NEW YORK 19 PITTSBURGH 22 DETROIT 11 DAYTON 2 CHICAGO 1 HOLLYWOOD 28 
1775 Broadway Gateway Center 2821 E. Grand Blvd. 310 Talbott Bldg. 230 North Michigan Ave. 5746 Sunset Blvd. 


Would they like it in food as well as on it? 


Could a seasonal product win a year’round market? 


Housewives are shown new uses 
for a “summertime” seasoning — 
and sales increase fivefold 


Pros.em: To make a 12-month 
best seller of a product normally 
used only a few months a year. 


That was the challenge that faced 
The R. T. French Company 25 years 
ago. Their product, French’s Cream 
Salad Mustard, led the field in sales 
and in national distribution. How- 
ever, sales were limited because mus- 
tard was traditionally used in small 
dabs on sandwiches and “‘wienies’’... 
mostly in the picnic season. 


If housewives could be educated to 
use this new mustard in foods as 
well as on them, mustard sales 
could be extended all year ’round. 


To educate housewives through local 
advertising in every town across the 
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nation would have been prohibitive 
in cost. But they could be reached 
everywhere—and at a very low unit 
cost—in women’s service magazines. 


In these national magazines, month 
after month, our client used appeal- 
ing recipe advertisements that showed 
how this new mustard could be used 
as an ingredient—to transform drab 
everyday dishes into masterpieces 
any time of year. 


Later, in a “‘first’’ for mustard- 
makers, The R. T. French Company 
advertised their mustard in year 
’round seasonal promotions—for 
Easter hams, for Summer barbecues, 
for school lunchboxes, Thanksgiving 


and Christmas. Grocers built food dis- 
plays around it, season after season. 


As a result of this program of mass 
education plus mass merchandising, 
this mustard is now used week after 
week, the year around. A “short sea- 
son” has been extended to 12 months 
a year. 


And today, sales of French’s Cream 
Salad Mustard are five times greater 
than in 1930. In fact, French’s is by 
far the largest selling prepared mus- 
tard in the world. 


Can advertising and merchandis- 
ing skills be better utilized in your 
behalf as well? We'd be glad to talk 
to you about it. Just call or write: 


J. WALTER THOMPSON COMPANY 
420 Lexington Avenue, New York 17, N. Y. 


New York City, Chicago, Detroit, San Francisco, Los Angeles, Washington, D. C., 
Miami, Montreal, Toronto, Mexico City, Buenos Aires, Montevideo, Rio de Janeiro, 
Sao Paulo, Santiago (Chile), London, Paris, Antwerp, Frankfurt, Milan, Johannesburg, 
Port Elizabeth, Cape Town, Durban, Bombay, Calcutta, New Delhi, Sydney, Melbourne 
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Standard Metropolitan 
Areas of 


IOWA-ILLINOIS 


LES JOHNSON, V. P. and Gen. Mgr. 
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TELCO BUILDING, ROCK ISLAND, ILLINOIS 


Represented by Avery-Knode 


HOW TO 


booklet 


and sample & 
3-D pictures 
Learn how View-Master 3-Dimension 
color pictures can multiply your sales 
...as they have for hundreds of firms. 
Learn how you can now use the easy- 
to-operate View-Master Personal 
Stereo Camera to make your own 3-D 
color sales pictures. They’re dramatic, 
profit-making and cost less than ordi- 
nary snapshots. Send for your free 
booklet today it’s a sure way to 
greater profits! 


® Sawyer's Inc 
Portland, Oregon 


for profit 
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I SAWYER'S Inc., Dept. SM, Portland 7, Ore. ff 
PLEASE send your free booklet "112 Ways to i 

Use 3-D Pictures for Profit'’ and sample 3-D 

picture Reel to: 
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Address — 4S é 
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ADVERTISING 


Why This Industrial Sells 
Without Salesmen 


Cowles, founded five years ago, didn’t have the money to hire 
a sales force. It turned to trade advertising. Inquiries began 
to come. Cowles replied: “Send us a test sample, and we'll 
tell you which machine will do the job.” It works, and here’s 


Freddy and Norge Use the Subtle Touch 


Can exaggeration, pure and simple, drive home a believable, 
convincing sales message—to even the hard-knuckled trade? 
By R. C. Connell, Director of Sales, Norge Division, Borg- 
Warner Corp. me NS ge 


CORRESPONDENCE 


How to Get the "Litter" 
Out of Your Letters 


By Charles Bury 


FARM MARKETING 


Doesn't Minneapolis-Moline Know 
Farmers Aren't Buying Now? 


By Frank N. Langham, General Sales Manager, Minneapolis- 
Moline Co. 


GENERAL MANAGEMENT 
Hard Old Benches Get a Big Heave Ho 


Schilling’s new waiting room is soft touch for visitors. They 
get cinnamon toast, tea, and a colonial-style reception. .... 


INTRODUCTION OF NEW PRODUCT 


Wouldn't You Like to Have A 
New Product with This Acceptance? 


Its name is Pellon—a wonder fiber. Current sales outstrip 
production and converters are racing to use it first in a wide 
variety of fabrics. David Morgenstern’s reward is sweet 
today, but prospects gave his product a rough time. 


By Etna M. Kelley 76 
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LEADERSHIP 
Managers Who Direct and Develop 


Always Have Executive Manpower 


Fast-growing American Airlines, now our largest passenger 
carrier, has three district sales managers in their 30’s in 
charge of territories billing $12 to $40 million in annual sales. 
One of them spells out his ideas on building men. 

By Richard Fitzpatrick, District Sales Manager in San Fran- 
cisco, American Airlines, Inc. nis pokie ose 


MARKET DEVELOPMENT 


Prospects Tell Kaiser How to Double 
Sales on Its First Consumer Product 


This New Product Blew Up 


Literally. Prospects offered to try Seymour’s new blood fish 
bait. Spoiled samples exploded in their faces. But the com- 
pany, with only a few hundred dollars for promotion, didn’t 
give up. Now it has a fish bait—and a trapping bait. 

By Darrell Ward ... 


Mushrooming Sales Easier to Handle 
Because Research Pinpointed Market 


Barry Corp., mindful of post-World War II conversions, took 
it slow and easy when it looked around for a post-Korea 
product. Are there marketing lessons in this move for a com- 
pany with an eye on making and selling a new industrial 
line? 

By Edward A. Johnson, Vice 


MARKETS 
Patience, Persistence, Foresight 


You can’t hurry a municipal purchase so gear your sales plan 
and your salesmen’s calls to demonstrations and delays. 
By Jerome Shoenfeld, Washington Editor 


Now May Be the Time for Smaller 
Firms to Go After GI Contracts 


Many firms employing less than 500 people are missing Fed- 
eral sales opportunities because they are not fully familiar 


with four reasotis their opportunities are bright despite cut- 
backs. 


By Jeff Thomson ... 


When You-—and Your Dealers— 
Underestimate Sales Potential 


Each year Johnson & Johnson probes for the true potential 
in its territories and shows the figures to dealers. Small as 
well as large companies can obtain the same data at the same 
cost from the Survey of Buying Power, issued May 10. 


By H. M. Poole, Jr., Manager, General Line Sales, Johnson 
& Johnson, New Brunswick, N. J. 
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10,801 
Advertisers 
Can't be 
Wrong! 


@ 10,801 Advertisers placed prod- 
uct descriptive advertising in 
1954 Annual Edition of Thomas 
| Register. This astonishing adver- 
tising patronage far exceeds the 
number of advertisers using all 
’ other industrial media combined. 


This record trend to T. R. is 
quickly summarized in the re- 
| marks of one of our advertisers — 
“The steady stream of high qual- 
‘ity inquiries, the kind that result 
in sales, is our reason for placing 

Thomas Register at the top of 
our list.” 


You can get the facts about 
this low cost way of securing 
sales producing inquiries, from- 
a Thomas Régister representa- 
tive. Write or call him now for 
the 1955 Edition. 


The Only Paid Circulation 
in the field — 
ABC 96% Paid App 


THOMAS 
REGISTER 


461 EIGHTH AVENUE NEW YORK 1, N. Y. 
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Groce Buying Habits 
and Brand Preference 


cold breakfas 
en, Trande 
Or salad oj 
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Here is the detailed report of 1954 grocery buying habits of 277,000 
families in one of the nation’s great food markets. This is the 31st 
annual edition of The Milwaukee Journal Consumer Analysis with 
up-to-the-minute facts— 


Per cent of families using your type of product 
Per cent of users preferring each brand 
When they buy groceries—per. cent by days 

Type of store and service preferred Ti ‘A J 

Dealer distribution by brands HE ILWAU KEE OURNAL 


Comparisons with past years 


Nation's Leading Newspaper in Total Advertising 
and in ROP Color Advertising 


Agee : National Representatives—O'Mara & Ormsbee, Inc. 
This information, all gathered since January 1, 1954, New York Chicago _* Detroit Los Angeles 


again shows competitive positions in scores of Sin Veenetlene 
products and shifts in brand preference and product 

usage. If you haven't already received a copy, write now and get 
the close-up details on local marketing and buying factors which 
influence your 1954 sales in the Milwaukee market. 
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NEWSWEEK...currently at 


now assures advertisers an 
75,000 over its guarantee 


NEWSWEEK....THE BEST BUY IN 


SALES MANAGEMENT 


1,000,000 circulation... 


average bonus of more than 
throughout 1954. 


—And more! With reader demand at an all-time 
= peak, NEWSWEEK continues to deliver the same 
Newsweek high-income, heavy-influence circulation that 
has made NEWSWEEK an outstanding marketplace 
for all types of goods and services. 


CALL YOUR NEWSWEEK REPRESENTATIVE today for full details on this stand-out advertising value. 


NEW YORK Philip Terrell John Denison DETROIT Richard Callahan 
Bryant 9-6700 Haven Naters James Greig Trinity 2-1661 James Miller 
Charles Kinsolving, Mgr. BosToON Charles Jackson Hoyt Metzger, Mgr. E. R. Sargent 
Preston Babcock Liberty 2-0021 Ralph Lee Charles Crandall PITTSBURGH 
James Beard William Wolf, Mgr. Martin Livergood Ted Young Atlantic \-8289 


John Cunningham William Pheips . 
William Feiker BUFFALO Joseph Waker a m Robert Saalfield, Mgr. 
Charles Kane Mohawk 2038 enster S- ST. LOUIS 


CLEVELAND 
John Kelly Edwin Hughes, Mer. pain 1-6917 Robert Campbell, Mgr. maaan ten ; 
Thomas Mortell CHICAGO Baylis McKee, Mgr. PHILADELPHIA ’ : 


William Paulsen State 2-4104 Richard Rogers Pennypacker 5-1388 SAN FRANCISCO 


o Howard Taylor Gordon Hargraves, Mgr. Yukon 2-2645 
*1954 GUARANTEE: 900,000. Howard Dodge, Mgr. Nicholas Loundagin, Mer. 


THE NEWS AND BUSINESS FIELD 
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here’s an eye-opener 


LETTERS 


TO THE EDITORS 
on making more sales 


SEX REARS ITS UGLY HEAD 


more easily 


70,000 COPIES (Total Distribution) 


If, like many business men today, you 
are looking for more “NOW” business—want quick, tangible 
results from your sales force and sales tools . . . here’s exciting 
reading you won’t want to miss. In this new 32-page book, you'll 
find case studies of eight N.E.D. advertisers covering a one-year 
period. You'll see how they used N.E.D.’s proved-pulling-power of 
qualified sales leads to get lively action from o/d customers . . . profit- 
able business from new customers... plenty of pending-action from 
prospects. You'll find material directly applicable to your specific 
sales problem—the products sold range all the way from capital 
goods to small maintenance items. 


Be sure you get a copy of this new book. Just ask for “How Much Are 
Inquiries Actually Worth To You” and read it for the help it can give. 


210,000 READERS in over 42,000 PLANTS 


A PENTON PUBLICATION 


BPA 1213 West Third Street, Cleveland 13, Ohio 


I have met a lot of sales executives and 
I have always thought of them as being 
the most agreeable and flexible in the 
world, and quite the nicest I know, so it 
gave me a start to find that they are old- 
fashioned too in a way. 


For example, according to the New 
York Sales Executives Club, the men were 
polled recently and again the majority 
decided against admitting women into the 
club. 


I am sure you know most of the mem- 
bers of the policy board, Mr. Salisbury. 
Can you tell me why they are so reluctant 
to vote membership to female sales 
executives? 


Sara H. Cote 


Sales Department 
Kem Plastic Playing Cards Inc. 
New York City, N.Y. 


Dear Miss Cote: 


During the period I was a director of 
the S.E.C. of New York the question of 
allowing feminine members never came 
up. However, I will try to find out from 
the present officers the reasons back of 
the ruling. My strong hunch is that many 
members feel they would be inhibited be- 
fore women—that they wouldn’t be able 
to tell the off-color stories which they 
think (usually without good reason) are 
necessary to make their speeches success- 
ful. You can put me down as being very 


much in favor of accepting women sales 
executives. 


Philip Salisbury 


Editor 
SALES MANAGEMENT 


So We Wrote to the S.E.C. 


In answer to your recent question, Phil, 
as to why the majority of members de- 
cided against admitting women into the 
Club, I think the real reason is not that 
it might spoil a few luncheon jokes—per- 
haps the reason is that many of us have 
been exposed to the typical business club 
woman. Some of the worst times I’ve had 
have been in dealing with these gargoyles 
who abuse the natural prerogatives of 
their sex in their dealings with men on 
a business basis. 


But perhaps a more basic reason is the 
subtle change that comes over a men’s 
organization as soon as women are ad- 
mitted. It’s hard to put your finger on it. 
Maybe it’s because the men can’t relax 
as well with women around. Certainly the 
character of table conversation changes 
somewhat and one must be more careful 
of what he says. Perhaps the idea of 
women attending our Christmas parties, 
outings and fishing junkets also gives 
pause to many a member. 


Certainly there is no professional rea- 
son why women should not be admitted 
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Do You Make Any of [ 


Residential Summer,Pro 


..- THEN AMERICAN ARTISAN’S 
DEALER SUBSCRIBERS tau pai, aso) 
ARE YOUR BEST SALES OUTLETS 


Residential summer cooling and residential winter heating require 
+the SAME engineering skills, the SAME selling and service methods. 


You need dealers who can figure heat loss and heat gain, air 
flow through ducts — how to fabricate and install these ducts 
— how to install and service your equipment, and keep 


customers happy. 


The ONLY dealers who have ALL these facilities are the 


warm air heating dealers and sheet 
metal contractors — readers of AMERI- 
CAN ARTISAN. 


These KEY warm air-sheet metal deal- 
ers control this cooling market. They have 
the skills, experience, shop facilities, 
and long lists of first class prospects 
among those to whom they have sold 
winter heating. 


The ARTISAN features summer cooling 
editorially — both to stimulate cooling 
sales at the dealer level, and to re- 
fresh dealers on the engineering essen- 
tials to satisfactory installations. 


Your products build a good name for 
your Company — when they are prop- 
erly installed by AMERICAN ARTISAN 
subscribers. 


KEENEY PUBLISHING COMPANY 


AIR CONDITIONING HEADQUARTERS 
6 N. MICHIGAN © CHICAGO, ILL. 


NEW YORK °- CLEVELAND + LOS ANGELES 


—". wid 
american 


ARTISAN 


The KEY warm air heating- 
summer cooling dealers, who do 
the BIG VOLUME business, 
are paid subscribers to The 
ARTISAN. KEY dealers as a 
group handle 80% or more of 
the available business. 


WRITE TODAY FOR 12-PAGE 
BULLETIN explaining how 
ARTISAN editors are helping 
both manufacturers and dealers 
create a tremendously large 
market. 
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[] Air Conditioning Units 

[] Air Diffusers 

[] Air Filters 

[] Bearings 

[] Belts 

[] Blowers 

[] Coils, Cooling 

[] Compressors, Refrigerating 

Condensers 

Controls 

Cooling Towers 

Dampers 

Damper Regulators 

Dehumidifiers 

Drives 

Ducts 

Evaporative Condensers 

Evaporative Coolers 

Fans 

Fittings 

Furnaces 

Grilles 

[] Humidifiers 

[] Instruments 

[_] Insulations 

[) Louvers and Shutters 

[] Motors 

[-] Motor Controllers 
and Starters 

[] Pumps 

[] Refrigerants 

[] Sheets — Metal or 
Composition for Ducts, 
Housings, etc. 

[] Tools and Machinery, 
Sheet Metal 

[] Tubing 

[] Valves, Refrigeration 

[] Window Units 


Ooooooooooooo0o0 


NTRACTING 


ATING 


THE ONLY 100% PAID CIRCULATION PAPER IN WARM AIR HEATING, RESIDENTIAL SUMMER COOLING, SHEET METAL CONTRACTING 
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Now, more and more men 


nave big-time jobs... 


and more and more tamilies 
enjoy upper-income living ... 


Years ago, only the boss could afford “‘the best’’ for his 
sons. For in those days, the boss was often the only top man. 


Today, business is much more complex. Whole staffs of 
management men now make the important decisions (and 
important money). And so these days many more men and 
their wives enjoy executive-size incomes than ever before. 


One magazine—TIME—has kept pace with this fast- 
growing audience of “‘best customers.’’ Most of the 
1,800,000 heads of TIME-reading families now hold 
important positions in business, government or in the 
professions. 


Why do so many busy men read TIME so faithfully? It’s 
because TIME brings them the story of all the world’s im- 


portant news... it’s because TIME’s unique way of writing Tl M E for America’s big ( / 


bites into the memory... it’s because TIME is packed ; . . 
with facts, really covers the news—and is enjoyed and re- and growing audience 


membered, even by the busiesi men. of Rest Customers \, 
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San Diego, Calif. 
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Jersey City, New Jersey . $295,422,000 


Des Moines, lowa. . 
Louisville, Kentucky . 
Fort Worth, Texas . . 
Peoria, Illinois . . . 
Dayton, Ohio ... .- 


New Haven, Connecticut 


319,547,000 
555,376,000 
538,828,000 
203,881,000 
480,930,000 
293,576,000 


$562,142,000 


Source: Sales Management, Survey of Buying Power, 1954 


If you're not “in” the San Diego Union 
and Evening Triune — you're not get- 
ting your share of local retail sales .. . 
because only these two great news- 


_ papers provide “saturation” coverage of 


THE 


= 
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SAN DIEGO 
CALIFORNIA 


the local San Diego market. 


MOST XG San Riego Hnion 
IMPORTANT CORNER . 


‘> IN THE U.S.A. anid 
EVENING TRIBUNE 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 


LETTERS 


and I suspect the day will come when 
they will be. But I sure hate the thought 
of putting up with some of the militant 
females who have been banging away at 
us regularly over the years demanding to 
know why they can’t join. 


Harry R. White 


Executive Secretary 
Sales Executives Club of New York 
New York, N.Y. 


®& Are you for women in S.E.C. 
clubs and against White, or for 
White and against Salisbury and 
women both? If you want to let off 
steam, write to Letters to the Editor 
Dept., SALES MANAGEMENT, 386 
Fourth Avenue, N.Y. 16, N.Y. 


REPEAT GOOD ADS? 
Yes, Says Statler 


I thoroughly agree with Mr. Hognander 
(“An Outstanding Ad Has Nine Lives,” 
SM May 1, p. 38; No. 2 of a series on 
Advertising as a Sales Tool) that a good 
ad deserves more than one exposure. 


We often repeat what we consider good, 
strong-selling Statler advertisements and 
it is our policy to pick up national ads 
as part of our current campaign, bring- 
ing them up to date either copywise or by 
modernizing the art treatment. 


J. P. Richardson 


Asst. Vice-President 
Hotels Statler Co., Inc. 
New York, N.Y. 


. and Underwood 


Our own experience runs parallel to 
Mr. Hognander’s views. We have fre- 
quently repeated good advertisements and 
our agency goes along with us on the 
feeling that repetition does strengthen the 
impression. 


On some occasions we have used a 
double page two-color advertisement and 
then used the same theme for a black- 
and-white one-page version. 


It is an interesting study and it is too 
bad that most of us have the feeling we 
must create something new for each issue 
of a publication. I guess that’s the pen- 


alty of being in the creative end of the 
business. 


C. H. W. Ruprecht 


Manager, Advertising and Sales 
Promotion Division 

Underwood Corp. 

New York, N.Y. 


... And US. Steel 

‘ While we have never repeated adver- 
tisements over a period of several years, 
as has G. H. Tennant Co., we do rerun 


many advertisements a second time, usu- 
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The man who earns his place in an ... he gets his ideas across with saan found in twice as many real life 
executive suite is the man with the accuracy and dispatch. That's therea- P executive suites. This is the finest 
ability to communicate effectively... son the Dictaphone TIME-MASTER... dictating machine ever invented. 


Walter 2 ; William ‘ Louis 
Pidgeon . Holden & Cathern 


The TIME-MASTER helps busy men com- The TIME-MASTER can help you. A trial will prove 
municate more effectively, get more done, ’ it to you in short order. How about it? Just mail 
more economically. This we can prove. the coupon. No obligation attached. 


Fredric 
March 


The Dictaphone TIME-MASTER “5” 


Ticket to your own personal executive suite—JUST CLIP IT OUT | 
Vv 


D 0 Please send my free cory of the new, 12-page, i'Justrated booklet 
“Success.” ‘ 
I { 


0) Please contec: me to arrange a TIME-MASTER demonstration, with 
CORPORATION no ot ligation implied. 


DICTATION HEADQUARTERS, U.S.A. Dictaphone Corporation, Dept. SM-54 


420 Lexington Ave., N.Y. 17, N.Y. 


Cameron Hawley, author of Name. 
“Executive Suite’, says: “! use my 

Dictaphone TIME-MASTER con- r Company. 
stantly and with great success.” 


City and Zone.. 


DICTAPHORE AND TIME-MASTER ARE REG. TRADE-MARKS OF DICTAPHONE CORPORATION 
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starring HUGH MARLOWE with Florenz Ames as Inspector Queen 
A. 
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JERK QUEEN 


Here’s a new TV show that’s as reassuring as money in the bank ., . a first-run series 


that’s backed by a 25-year habit of success. 


A SUCCESS IN EVERY MASS MEDIUM 

In print... on the screen . . . on the air—“Ellery Queen” has consistently spelled “box-office”. 
On TV live—on a handful of DuMont-cleared stations—“Ellery Queen” demonstrated an amazing 
ability to dominate its period, without any “inheritance” . . . against any competition. 

Now, specially filmed for TV . . . starring the man who created the radio role, “Ellery Queen” 


is marked for new highs. 


A TREMENDOUS READY-MADE AUDIENCE 

The readers who made “Ellery Queen” a 30,000,000-copy best-seller . . . the movie goers... 
the former listeners and viewers—these are the people who give this new series a ready made, 
multi-million audience. Marlowe fans who have enjoyed his work on stage and screen 

(“Voice of the Turtle” . . . “Twelve O’Clock High” and many others) will swell the figure. 


And top production—all down the line—will win and hold new viewers for this series. 


A SHOW THAT CAN’T MISS 


MAY 20, 


To the proved commercial impact of mystery shows, “The Adventures of Ellery Queen” 


adds the power of a great name . . . the prestige of fine dramatic programming. Call, write or wire 


for the fuli story, and for franchises in areas where you need a show that can’t miss. 
y y 
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covers 


the Dallas 


market 


Only one newspaper delivers the 
72-county Dallas market, directs 
the spending of 37% of Texas’ in- 
come... The Dallas News! 


DALLAS’ LARGEST NEWSPAPER 
Circulation 192,229 — Sundays 200,701 
(Publisher's statement: Mar. 31, 1954) 


people BUY The News 
veople READ The News More 
people are INFLUENCED by The News than 


any other North Texas newspaper 


NATIONAL REPRESENTATIVES 


LETTERS 


ally four to six months after their first 
appearance. Occasionally we run an ad 
a third time, but not too often. | 


We have been carrying on this prac- 
tice for several years. For instance, for a 
campaign in which we have scheduled 12 
advertisements to appear in the following 
year, we may plan to prepare only six 
different ads and then run each of the 
six twice during the year. Usually the ads 
are rerun without any change. However, 
the “meat” of a good case history ad will 
sometimes be lifted and used with briefed 
versions of other case history ads in a 
spread or insert. We, rather than the 
agency, usually determine when and 
where an ad will be rerun. 


G. R. Schreiner 


Director of Advertising 
United States Steel Corp. 
Pittsburgh, Pa. 


ONLY THE LAZY RETAILER IS DOOMED 


Re Eugene Whitmore’s article on .cut 
price evils (“Our Tottering Retail ‘List’ 
Prices,’ SM, Apr. 1, p. 42), I don't 
think his survey was very widespread or 
very sound statistically. In our field at 
least, the important part of the cut price 
activity goes on in the large cities of 
New York, Chicago, Los Angeles and a 
few others. Much of this is due to the 
fact that there seems to be a great num- 
ber of retailers offering the same prod- 
ucts in a very narrow area. 


One answer we have come up with is 
to reduce competition among retailers and 
to select only those retailers for our fran- 
chise who are willing to stock the line 
and willing to promote it. We have re- 
duced our list of so-called “authorized 
retailers” from 6,800 to approximately 
Bee ss « 


We find that when our goods are 
offered on time payment they can easily 
be sold in large quantities at list price. 


Another method is for our retailers 
to point out the extra services for which 
they charge nothing. These include the 
demonstration of the equipment, examina- 
tion of the film after it is exposed and 
processed, assistance to the user in edit- 
ing and titling the film, and of being a 
constant and expert adviser. These serv- 
ices are priceless and when properly 
pointed out to the ultimate user can cre- 
ate the sale at list price. 


We don’t think the legitimate retailer 
is doomed; we do think he has to get up 
on his hind legs and get in there and 
fight promotionally. Only the lazy retailer 
is doomed. There is nothing new about 
price cutting. It has been with us since 
the serpent offered Eve the first “deal” 
and has been in every market place from 
Arabian bazaars and around the world. 
The return merely means the buyers’ 
market is here again. 


R. C. Berner 
Vice-President 
Keystone Camera Co., Inc. 
Boston, Mass. 
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men 
can’t 
resist her 


The younger ones court her, the others indulge her. She’s sitting pretty, 
but she’s not sitting still! Attention just calls for action from her—a build-up of 
more-power. More wardrobe, more prestige, more personal appeal—not to 


mention more goods for her hope-chest and more gifts for her marrying friends! 


And happily, her young-woman’s yearning power is matched by her 


bankroll—and Dad’s. 


Irresistible? You bet. Especially to smart advertisers who find that their 


devotion to her—in Seventeen—pays off! 


How about you? 


seventeen 


There’s one best way to reach 7,500,000 young women in their teens 
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salesmen must see to sell! 


Every door opens if you know the right combination! 


Your salesmen know it! They've learned that making repeated 
personal calls is their only sound way to identify the combinations 
of plant executives that influence buying. They know this to be true 
in every worthwhile plant in their territories. 


MILL & FACTORY uses this same sales-contact formula. Its entire 
circulation list is built and maintained by 1, 645 sales engineers who 
sell machinery, equipment and supplies to industry through re- 
peated calls in plant after plant. They personally know every key 
executive in their territories, and individually select them to receive 
paid copies of MILL & FAcTorRy. 


That's how the unique Conover-Mast Franchise Circulation 
Method works; and how your advertising message in MILL & 
FAcTorY reaches the men, regardless of title, your salesmen must 
see to sell. 


It's your best advertising opportunity! 


Mills Factory 


Serves the men, regardless of title, your salesmen must see fo sell. 


LN B P| A CONOVER-MAST PUBLICATION + 205 EAST 42nd STREET +» NEW YORK I7, N. Y. 
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In a true sense, each of the 
305,837 families receiving 
The Cleveland Press has a 
voice in its editing. While 
some may never write a “Let- 
ter to the Editor,” a good 
cross-section do, and these 
take an important seat at all 
editorial conferences. So do 
the casual everyday conver- 
sations of the people with 
reporters and editors. 


This means that The Press 
is Cleveland, and Cleveland 
is The Press. This newspaper 
has become a leader of pub- 
lic opinion because it has 
grown with public opinion. 
Its willing ear has earned its 
right as a respected voice. 


Of, by, and for the people 
means a good newspaper. It 
also means more results for 
advertisers because people 
naturally buy more out of a 
paper close to them. In the 
Cleveland area, this means 
the 7-out-of-10 families who 
daily read — 


Clev and 


THE HUMAN 


Demand 
Is Driving 
Him Nuts 


Remember the old-time storekeeper who quit carrying red calico 
in stock because the women bought it up too fast? Murray Dolmatch, 
sales promotion manager of the Frank H. Lee Co. feels the same 
way about certain sales aids his firm has brought out: They were 
just too popular. ‘To avoid going in the red, the company had to 
stop offering them. 


Take, for instance, The Thimble Lee Treasure Chest, a gold- 
colored, 2-drawer cube-shaped box designed as a container for the 
Lee Gift Certificate. One of its drawers held the certificate, the 
other three tiny felt hats for finger puppetry. A reuse item, it could 
be a man’s jewelry box—provided the Small Fry let him keep it. 
Offered in fine print in Lee’s national advertising last year, it at- 
tracted many gift certificate purchasers; but it also attracted teach- 
ers and group leaders, who asked for the “toy” in quantity. More 
upsetting to Dolmatch were the letters from children themselves, 
asking for the box and the finger-sized hats. “After all, we're not 
in the toy business,” he said. 


The same thing happened with a neat little booklet, “Guide 
Quotes to Success,” also offered in a series of advertisements for Dis- 
ney, “The Hat of Presidents.”” The full-page advertisements were 
illustrated by color portraits of well-known corporation presidents, 
under each of which was a short quotation from the man shown, on 
some subject connected with the value of good grooming. Beneath 
that there’d be a short block of copy ending with a two-line offer, in 
small print, of the “Quotes” book, available at Disney dealers. 


The 12-page booklet contained quotations under the headings of 
“The Steps to Success”: Planning, Initiative, Imagination, Self- 
Confidence, Perseverance, Personality, Common Sense, Character and 
Appearance. Scattered among the maxims of such famous men as 
Oliver Cromwell, Confucius, Abraham Lincoln and Socrates, were 
those of business leaders, past and present, including the corporation 
presidents featured in the advertisements. 


As expected, the booklet brought customers to Disney hat outlets. 
But an unexpected development was the flood of requests for large 


quantities. Company executives throughout the world requested it 
by the 500. 


Where did Dolmatch acquire his faculty of dreaming up “gim- 
micks” that are successful beyond the law of diminishing returns? 
He attributes it to having cut his teeth on direct mail, before he 
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they Buy More because they Have More! 


@ Take General Merchandise Store sales for example— 
lawnmowers, power-mowers, umbrellas, swings—sales per 
family in Indianapolis top the national average by 123%*! 
That’s not surprising. when you realize that average in- 
come per household in Indianapolis is $6943** annually, 
first among cities of over 400,000. That’s not all—look at 
these other important Indianapolis market advantages: 


P It’s Big. . . over 550,000 population 


Pm It’s Steady . . . unsurpassed for diversification and 
balance of industry and agriculture 


> It’s Easily Reached . . . you get saturation coverage of 
the metropolitan area, plus an effective bonus coverage of 
the 44 surrounding counties in The Star and The News. 
Write for complete market data today. 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


Sales Management, Survey of Buying Power, May 10, 1953. 
er Income Supplernent, 1953, Standard Rate & Data Service. 


YOUR 


Seana! tow FOR SALES IN 


THE INDIANAPOLIS NEWS ae 
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A Dog’s Best Friend 
Is His Newspaper 


All during 1953 the Dallas Society 
for the Prevention of Cruelty to Ani- 
mals had operated in the red. On 
December 17, its bank balance was $6, 
its inventory 206 dogs and cats and 
one crow. 

Mrs. Emilie Schuyler, SPCA execu- 
tive vice-president, knew what to do. 
She brought her troubles to The Dal- 
las Times Herald. 

The story wasn't a tear-jerker. It 
simply outlined the facts. The head 
read: ‘““Wintry Days Find Shelter Filled 
with Homeless Dogs.’” The last para- 
graph quoted Mrs. Schuyler as say- 
ing: 

“Maybe some people would like to 
get a nice dog for Christmas. It would 
be a Christmas present for the dog, 
too.” 

But that was enough. Hundreds of 
Dallas people descended on the ani- 
mal shelter in the next few days. They 
picked pets, paid fees, made dona- 
tions, and put the society in the black 
not only for December but January, 
1954, as well. 

The only thing any newspaper can 
offer its advertisers is friendly, inter- 
ested readership as measured not only 
by circulation but by specific reaction. 

The latter element is illustrated by 
the story above. As for circulation 

in Dallas County, The Times 
Herald reaches in excess of 24,000 
more families daily and 28,000 more 
families Sunday, than any other news- 
paper. 

The Times Herald is represented 
nationally by The Branham Co, 
(Adv.) 
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joined the Lee organization two years ago. As sales promotion man- 
ager, he is the firm’s chief idea man, but he says credit should be 
shared with the rest of the staff, particularly with Jack Marshad, art 
director. Marshad, in turn, shares credit, in some degree, with his 
8-year-old daughter. She was the guinea pig whose approval let him 
know the gift certificate box was ripe for the market. 


Six Ways to Get 
A Woman To Say "Yes" 


Meet our authority: Sherle McGehee Lowe, who at 17 was ad- 
vertising manager of a J. C. Penney store at Jackson, Mich., later 
owner of a sales promotion office at Birmingham, Ala., then adver- 
tising co-ordinator of the Gamble-Skogmo Co. at Minneapolis, Minn. 
More recently she was director of merchandising for Addison-Lewis 
Associates of Minneapolis, and now is director of sales promotion 
and merchandising for WMIN Broadcasting Co. 


Says Miss Lowe: 


1. Don’t talk down to her . . . Talk up. Assume she knows 
more than she does: She'll love it. 


2. Don’t try to tell her all about everything. Give her a hook. 
Concentrate on your best appeal, and sell her thoroughly on this, so 
she can talk about it competently. 


3. Know her problems . . . and that’s a good trick because the 
only way to understand a woman is to be one. 


4. Appeal to her creative instinct . . . there’s a creative appeal in 
almost everything, even a washer, for technique is involved in per- 
fection and perfection has to be creative. 


5. Be warm, friendly and sincere. If service is involved in any 
way, be sure to establish and emphasize that point. 


6. Let her sell you. Don’t pressure. Discover together how 
wonderful your idea is, whether your idea concerns a product you 
want to sell . . . work you want her to do. . . or help she can give 
her husband. You lead and she'll follow, if your lead is intelligent, 
clever and sincere. 


Do these points prove that men don’t know how to sell to women? 


“Take the cake mixes,” says Miss Lowe. ‘‘Men spent thousands 
of dollars establishing the fact that cake mixes were easy and quick. 
Then the advertising experts discovered (under the leadership of 
Leo Burnett) that the woman knew this. The biggest appeal to her 
was not its being easy. As a matter of fact, she resented a little that 
you made her job look so simple. It still takes more effort to bake a 
cake than to buy one. Mixes started working off the shelves in today’s 
big volume when advertisements began to appeal to the natural cre- 
ative instinct in this gal to bake more and better cakes. 


“And hats off to the genius who thought of letting her win prizes, 
too. Pillsbury’s recognition of the homemaker as a creative indi- 
vidual is one of the cleverest selling strategies of our era. The free 
publicity and growing sales figures are justly deserved.” 


Miss Lowe unburdened herself of observations on the change that 
has taken place in women: 


Yesterday Today 

The pioneer woman 

scrubbed her floors and 

shared her man’s pride in 
their home. 


Woman buffs and polishes, 
looks with pride on shining 
floors for which her man cred- 
its the new mop and wax. 
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| fl fy ... the Ustening halt 
in the heart of OKLAHOMA 


Yes, Oklahoma's heart beats to the tune of Primary Counties (NCS 50-100¢¢) served by 
WKY Radio! Check its Pu/se and you'll see. WKY, Pulse showed WKY with a larger share 

WKY has just had a check-up. A total of of radio listeners morning, afternoon and eve- 
8,200 interviews were conducted January 4-24, ning, than all other Oklahoma City stations com- 
1954, by Pulse, Inc., New York City. In the 42 bined! 


Bear in mind, the area surveyed 
in the new Pulse study involved 
only WKY’s primary market 

of 42 counties. But, the station's 
influence extends to an area of 
68 Counties populated by 
1,713,600 . . . with more than 


half-million radio homes! 


TOP 10 EVENING SHOWS" 


and 


TOP 10 DAYTIME SHOWS 
are ALL on WKY! | ¥ 


RADIO SETS IN USE 


EVENING 
1 —Dragnet 6 AM to NOON NOON to 6 PM 6 PM to MIDNIGHT 
2 —Truth or Consequences 
3 —Father Knows Best 24.3% 23.4% 19.8% | 
4 —Rocky Fortune 
5 —Bob Hope 
6 —Oklahoma's Front Page 


J 


a DAY TIME PERIOD WKY | Sta. B | Sta. C| Sta. D| Sta. E | Sta. F | Sta. G| MISC.* | 


§ —News of the World 7 %, | 
9 —One Man's Family MON. | Morning (6-12 Noon) | 34% 12% | 9% | 3% | 1% | 1% cE he GAL. 
10 Eddie Cantor thru | Arrerncon (12 Noon-sPm) | 36% [11% |7 %o | 2% | 2% |2% | 1% [38% 


FRI. Evening (6PM-12 Midnight) 41 %,|14% 8 3 5 %, 4 xX | xX 33 %o | 


DAYTIME—5 a week 
i * includes all other local stations in 42 county area in Oklahoma, plus out-of-state stations receives 
/ —WKY News (7:30 AM) No one station has more than about 2%. 


2 —WKY News (7:00 AM) X Not on cir, 
3 —Anthony Avenue 


4 —wiley & Gene ; 

5 —WKY News (11:00 AM) oa LALO} 
6 —WKY News (5:00 PM) . 

7 —Riders of the Purple Sage OALAHONA C77 


§ —Kitchen Club 


9 —Choosing Up Sides Owned and operated by The Oklahoma Publishing Company: The 
10 ° Daily Oklahoman — Oklahoma City Times — The Farmer Stockman — 
—Road of Life WKY-TV . . . Represented by KATZ AGENCY 


Put The P-O-W-E-R Of WKY Into Your Adtcertising Program! 


GOA is proud to announce the 


now!..dramatic 


not only from board to board. 


@ For the first time, with GOA’s 
new plan, cut-outs can circulate in 
a whole series of markets! Now 
you can reach a much greater audi- 
ence than ever before with all the 
dramatic size and color —all the 
extra sales pull—of oversize cut- 
outs on outdoor painted bulletins. 

Here's the way to put your cut- 
outs on tour. You can rotate one 
set of cut-outs—or several—as of- 
ten as every thirty days on a series 
of choice locations within one city. 
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Or you can rotate them on an 
INTER-CITY basis in GOA’s 
Mid-America Network of Cut-Out 
Rotaries. This ‘“‘network’’ already 
includes Chicago, Minneapolis-St. 
Paul, St. Louis, Kansas City, 
Louisville, Memphis, Atlanta, New 
Orleans—with more cities soon to 
be added. 

Cut-outs give you instant identi- 
fication because these separate ele- 
ments give individual and gigantic 
dominance to product and name. 


Cut-outs give you amazing realism 
in color because they are painted 
under studio conditions. They give 
you extra depth and dimension be- 
cause they extend beyond the bul- 
letin itself. And now GOA’s Net- 
work Plan gives you new economy 
-—because as you increase your 
cut-out ‘‘mileage’’ you decrease 
your cut-out cost per bulletin! 
Here is greater visual impact, 
greater selling power for your out- 
door advertising. 
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Biggest News in OUTDOOR! 


MID-AMERICA NETWORK 
3 
* 


OF CUT-OUT ROTARIES 
* 


cutouts rotate 


..out from 


General Outdoor Adyertising Co. 


With GOA’s new plan, cut-outs are tremendously 
effective “traveling salesmen.’’ Get them on the 
road for your product today! Call your local GOA 
office for full information or write to: General 
Outdoor Advertising Company, Inc., 515 South 
Loomis Street, Chicago 7, Illinois. 
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take this express highway 
to volume sales in 


a five billion dollar market 


SERVICE 


you keep ahead of competition 


If you sell or are planning to sell to the dynamic 
foundry industry, FOUNDRY’s PLUS 5 Service can 
help you stimulate sales in these important ways: 

1. Analyzing the market, 2. Studying sales territories 
and potentials, 3. Building a constructive sales 
program, 4. Establishing a sales control system, 


5. Developing a progressive and effective sales 
promotion program. PLUS 5 gives you the help you 
need to round out and perfect these important sales 
development factors . . . add impact to sales effort 
directed to the 6000 foundries in the U. S. and Canada. 


The complete story of this unique, workable sales 
development service is yours for the asking. 


\ 


{Rowan | 


To help you build adequate distribution 
for your products to foundries, a geo- 
graphical list of names and addresses 
of principal distributors of foundry y 
—— supplies and materials is than a 
available in FOUNDRY ’s List of Sup- magazine ... 
ply Houses and Agents. A copy is yours 
for the asking. 


-.. a complete 
FOUNDRY « Penton Bldg. « Cleveland 13, Ohio sales development service 
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COMMENT 


Your Product Is Not Competition-Proof 


Stockholders are being reminded this year by their managements at 
the annual meetings of the importance of promotion to the success 
of their businesses. 


“We can’t get by on a $1 million promotion any more,” E. H. 
Little, chairman, Colgate-Palmolive Co., has told his shareholders. 
“Now it takes $5 million to $8 million to introduce a product on 
a national scale.” 


The importance of new products in a company’s success today are 
being re-stressed, too. Chairman Little called to the attention of his 
company’s owners that: 


“Some of the big brands of’ soap and of other toilet articles are 
changing very rapidly and the business is getting increasingly com- 
petitive. Some of the big brands of five or six years ago have virtually 
disappeared from the market.” 


Further said Mr. Little: 


“We have to develop and launch new brands and must continue 

os . : e 

to grow in size simply to hold on to what we've got. We spend $4.5 

million yearly on research against a few hundred thousand dollars 
not so many years ago.” 


The most spectacular brand upheaval is taking place today right 
under our noses, and most of us in the brand name-building business 
are playing a part. Less than two years ago did people expect to be 
smoking Winston’s, L & M’s, and Kent’s? Will they be the suc- 
cessors to Camel’s, Chesterfield’s, and Old Gold’s? R. J. Reynolds, 
Liggett & Myers, and P. Lorillard will win either way because each 
produces two of the brands. But in holding their volumes, these three 
companies have had to turn to new products with new brand names, 
requiring millions of dollars in promotion to establish brand prefer- 
ence. And it all started because once-small companies began to grow 
bigger by selling Viceroy’s, Parliament’s, Pall Mall, and other king- 
size and filter-tip cigarettes. 


In this issue are reports on three new products. Each product is 
displacing other products with entirely different product character- 
istics. 


“Wouldn't You Like to Have a New Product With This Accept- 
ance?” on page 76 describes the sales development of Pellon, a new 
material for clothing. Convertors of cotton, wool, and horsehair are 
being shouldered out of part of their market by this bumptious new- 
comer, which does a better job than the old product, and has promis- 
ing qualities far-afield from its original use. 


Steel and copper once had a monopoly on screening against insects. 
Then along came Saran, a plastic, and now Kaiser has entered the 
market with its first consumer product, Kaiser Aluminum shade 
screen. Kaiser offers a cooling quality, and decorative use, in addition 
to the basic requirement of screening against insects. This develop- 
ment is fully described on page 42, and it’s just another example of 
how you can’t safely claim that “no one can touch my market.” 


In the industrial field, Barrymounts are finding a place. The prod- 
uct didn’t exist in 1950 and the company was formed only in 1943. 
Turn to page 82 for the fascinating story of how three men have 
applied what they knew about marketing to build a business. 


When you go home tonight look in the kitchen at all the new 
brands of food products you are now buying and tomorrow when 
you walk around your plant, note all the new ones which have been 
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One ad pulls 
6,000 paid 
orders for 
25¢ sample 


“Flowing Velvet” is a successful item 
in the Jacqueline Cochran line of cos- 
metics. A liquid skin treatment retail- 
ing at $3, $5 and $8.50, it has been ad- 
vertised consistently in The New York 
Times since it was developed several 
years ago. 


As an experiment, the company tried a 
new advertising formula in The Times 
on Sunday, February 28. A three-col- 
umn coupon ad offered a 25¢ sample. 


Miss Jacqueline Cochran, company 
president, admits she had little idea of 
how it would pull 


“We have used The New York Times 
for years for both trade and consumer 
impact,” she notes. ““We know how The 
Times sells because of immediate sales 
action. But this was a different ap- 
proach for us.” 


Day after the advertisement appeared, 
Miss Cochran had her answer .. . 268 
orders were in. At the end of two weeks, 
the total had soared to 6,000 cash or- 
ders—from every state—and they still 
were coming in. 


Since cost of the ad was $2,100, cost 
per inquiry was less than 35¢. The 25¢ 
charged for the sample covered a good 
part of its cost and postage 


Even consistent advertisers like Jac- 
queline Cochran, Inc., find the continu- 
ing advertising power of The New York 
Times a continual surprise. That's 
why they continue to make The New 
York Times first in advertising in the 
world’s first market . . . as they have 
for 35 consecutive years. 


The New York Times 


NEW YORK, BOSTON, CHICAGO, DETROIT, MIAMI, 
LOS ANGELES, SAN FRANCISCO, TORONTO 
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JEFFERSON STANDARD BROADCASTING COMPANY 


WBT WBTV 


CHARLOTTE, NORTH CAROLINA 
_ Tria uytre— : OFFICE COMMUNICATION 


SUBJECT S9S SY ful bof Vt lade. 


bu 23-S¢ 
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sold to you. In a restless market, with an appetite for new products, 
you can’t afford to let down promotion. 


Black Eye for Business, Too 


The FHA—Federal Housing Administration—scandals would 
not have been possible without the collusion of businessmen, too. Lax 
government officials are being properly blamed, but it takes two to 
tango, and the businessmen “dynamiters” were the willing partners. 


‘“Dynamiters”—salesmen for devices and supplies which can be 
bought under FHA’s Title I home improvement loans have be- 
smirched the good name of selling, when they have mislead home- 
owners into buying and paying more for their products than they 
are worth. 


The assistant attorney general in charge of the Department of 
Justice’s Criminal Division testified recently before the Senate Bank- 
ing and Currency Committee: 


‘These dynamiters operate with invasion tactics. They have ad- 
vance men or canvassers who proceed to search out likely prospects 
and soften them up for sale. The advance man introduces the dyna- 
miter as ‘our vice-president from Chicago,’ or other equally high- 
sounding terms. The dynamiter approaches, usually fronted by his 
Cadillac, with smooth manner and expensive dress. He is a master ot 
persistency and cajolery and the victim finds that he has signed a 
contract and note and often a completion certificate for a moderniza- 
tion job at excessively high prices even before the job is started.” 


t’s a sorry story and one that is a discredit to all business. 


You May Lose Some Distributors 


Industrial distributors are becoming choosy about their suppliers. 


Industrial Distribution reports in its May issue that among na- 
tional distributors, 43% plan to cut down on the number of lines 
they represent, while only 12% say they will take on additional 
products. 


Distributors with sales under $1 million a year show the greatest 
dissatisfaction with the number of their suppliers’ lines. Fifty-nine 
percent indicate they will cut down on lines handled. 

* 

Among the reasons distributors may lower the boom on their sup- 

pliers are: 


Duplicating lines. Now that one supplier can furnish the required 
volume there is no need for duplicating inventory or training of 
salesmen by the factory. 


Profitability of line. The supplier who will lose his outlet probably 
falls short on quality, packaging, advertising and promotion, and on 
sales assistance to the distributor. 


Manufacturer’s policies. One policy, for example, is appointment 
by a manufacturer of too many distributors in a single market. 


Dried up demand. The useful life of a product has played out 
and the manufacturer has not changed it or offered a line in its place. 


The distributor who knows when to throw out a manufacturer’s 
line is a good businessman; and it’s likely that a manufacturer who 
is seeking a new outlet, has been presenting strong reasons why the 
distributor should handle the manufacturer’s line. A strong dis- 
tributor is not interested in a weak supplier for the long pull, and a 
strong manufacturer doesn’t stay long with a poor outlet. 
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You needn't get confused trying to 
do business with the 3% million 
consumers in the 8 billion dollar U.S. 
Armed Forces market. Let us show 
you the simple, direct ways to sell to 
Servicemen and their families now, 
AND keep them as your customers 
when they return to civilian life. 
As civilians, these young consumers 
return to the 48 states as “‘ambassa- 
dors” of your product when preference 
for your brand has been established 
through Service-operated outlets. 
Army Times, Air Force Times, Navy 
Times, great Service weeklies and 
Air Force Daily, the American Daily 
in Europe, give advertisets! the most 
direct media to U.S. Armed Forces 
consumers. 


@ WIDEST SERVICE COVERAGE 
@ LOWESTCOST PER 1000 READERS 


@ PUBLISHED IN 12 WEEKLY EDI- 
TIONS AT HOME AND OVERSEAS 


@ LOW COMBINATION RATES FOR 
ALL 4 GREAT SERVICE PAPERS 


NEW! THE MILITARY MARKET 


The Monthly Trade Paper for Military 
Buyers Everywhere. Reach more officers 
who buy for Service consumers. 


GET “HOW TO SELL” DETAILS, SAMPLE COPIES, 
RATES AND MARKET DATA AT NEAREST OFFICE 


ARMY TIMES 
AIR FORCE TIMES 
NAVY TIMES 


(All members: Audit Bureau of Circulations) 


AIR FORCE DAILY 
the “AMERICAN DAILY” in Europe 


HOME OFFICE 

3132 M St., N.W. WASHINGTON 7, D.C 

Branch Offices ir . 

NEW YORK «+ BOSTON «+ LOS ANGELES 
SAN FRANCISCO*+ CHICAGO 

LONDON «+ PARIS © ROME + TOKYO 
FRANKFURT + CASABLANCA 
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SPECIFIC PROPOSAL 


- applying your product to the 
prospect’s problem. 


FOR GREATER SALES 
PRODUCTION... HERE 


With ADVERTISING (Mechanized Selling) 
functioning properly on Steps 1-2-3 the sales- 
man can concentrate more of his valuable 
selling time on the important job of produc- 
ing finished orders. 


McGRAW-HILL PUBLISHING COMPANY, Inc. | 


App 330 WEST 42nd STREET, NEW YORK 36, N. Y CABL 


PEMD GMAETERS FOR SOC BEe$ SS LOE OR MATE EOD 
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KEEP CUSTOMERS SOLD 


. apply advertising to help the 
salesman hold the line against 
competition—lay the foundation 
for future sales. 


M-GRAW HILL jaw 
SP FOR BUSINESS 


Ever Look at a Newspaper This Way? 


Look at THE INQUIRER for all 


it offers its readers... and for all 


More for the money means a lot 
to buyers of newspapers as well 
as other goods. 


This accounts for the loyalty THE 
INQUIRER wins from its readers. 
They know they have received 
FULL VALUE. As manifested in 
more editorial features, more 
columnists, more comics... than 
any Philadelphia newspaper. 


The Philade 


it offers YOU... selling power 
third 
market. For selling power alone 
makes THE INQUIRER FIRST 
... FIRST in national advertising, 


unmatched in America’s 


retail advertising, classified adver- 


tising and total advertising. 


hia Mnquiver 


The Voice of Delaware Valley, U.S.A. 


Boom Continues in 
DELAWARE VALLEY, 
U.S.A. 


$372 million industrial expan- 
sion set for 1954—18% in- 
crease over 1953. In face of 
8% nationwide industrial ex- 
penditure decline. 


Exclusive Advertising Representatives: 
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NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murrcy Hill 2-5838 


CHICAGO 
EDWARD J. LYNCH 
20 N. Wacker Drive 

Andover 3-6270 


West Coast Representatives: 


DETROIT 
GEORGE S. DIX 
Penobscot Bidg. 

Woodward 5-7260 


SAN FRANCISCO 
FITZPATRICK & CHAMBERLIN 
155 Montgomery St. 
Garfield 1-7946 


LOS ANGELES 
FITZPATRICK & CHAMBERLIN 
1127 Wilshire Boulevard 
Michigan 0259 
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TRENDS 


Just Who Is Being Protected by Fair Trade? 


William B. Burston, Manager Merchandising Divi- 
sion, National Retail Dry Goods Assn., who made such 
a splendid contribution to the symposium on “I Can Get 
It Wholesale,” p. 80, our May 1 issue, says in the cur- 
rent issue of the N.R.D.G.A. magazine: “In New York 
City, about 5% of the retail sales of electrical housewares 
are made at fair trade prices. These are prices established 
by manufacturers who have fought for, and secured, the 
legal right to establish them and to prosecute the retailers 
who break them. Yet 95% of this merchandise is openly 
sold at cut prices—that is, illegally. 

ss I have just returned from a five-weeks’ trip, 
visiting N.R.D.G.A. member stores in the South and 
West. I found every variety of bootleg selling thriving 
somewhere; I know, from shopping reports, that the same 
is true in the Midwest and Eastern cities. 


“The variations are innumerable, but they have two 
points in common: they are all methods of getting around 
fair trade laws, and they all represent failures of obliga- 
tion—intentional or unintentional—on the part of the 
manufacturers whose merchandise is involved. In the light 
of what is going on today, it is a temptation to say that 
these same fair trade laws are now encouraging price 
competition of the most cut-throat type. Law-abiding 
stores maintain the legal price and thus keep the value 
of the merchandise established. They add the prestige 
of their own names to that of the merchandise, and they 
provide all the facilities for comparison shopping by the 
customer. The result is that the discount seller’s bargain 
offer is a very well-verified bargain; the manufacturer, 
the department store and the other legitimate, full-service 
retailers all testify to it and obligingly provide the sales- 
manship—while the discount seller needs only to crayon 
a slashed price on the merchandise. And for the most 


part he is able to get all the merchandise he can sell, with 
no difficulty whatever.” 


One of the companies that has been making a serious 
and sincere effort to wage an all-out war on price-cutting 
retailers is the W. A. Sheaffer Pen Co., and it proudly 
reports that its sales in the first quarter of the year ran 
34% ahead of sales in the same period last year. 


But if the Sheaffer people think that their pens are not 
easily obtainable at good discounts they are very much 
mistaken. 


Even Sears, Roebuck and Co. finds the discount houses 
tough competition. Recently in newspaper spreads, under 
a smashing headline, “DISCOUNTS?” they argue that 
Sears, in business 68 years, is a better place to buy be- 
cause Sears guarantees: 


No hidden spiraling costs! 
No special deals needed! 
No discount cards needed ! 
No trade-ins needed! 

No inflated list prices! 
One low, low price for all! 


Free delivery and installation! 


Because a retail war such as we have never witnessed 
before is being waged all over the country, SALES MAN- 
AGEMENT will have much more to say on this subject 
in early issues—with revealing battleline stories involving 
open or thinly-disguised slashing cuts on price-protected 
merchandise. 


INCONSEQUENTIAL INTELLIGENCE 


Now to turn for a moment to an item full of human 
interest but admittedly of lesser weight than the discount 
problem. . . . Right in the midst of the Army-Senator 
McCarthy charges and counter-charges, our Helen 
Howard, head of the Readers’ Service Bureau, gets a 
phone call from one of the leading makers of brassieres, 
requesting a tear sheet of an advertisement which ap- 
peared in this magazine of a “military service magazine.”’ 
It turned out to be the advertisement of The Army 
Times in the issue of April 1 but Miss Howard didn’t 
get a clear-cut answer to her very natural question of 
why a maker of brassieres is considering a campaign in 
an army magazine. Her conclusion was, “The boys are 
likely to get a change in the Army’s standard issue of 
uniforms and equipment.” . We'll beat T. Harry 
Thompson to it: Are the surgeons in Copenhagen going 
to lose their American trade? 
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ADVERTISING AT THE POINT OF SALE 


Today's marketing operations are so complex it is 
seldom possible to pin either praise or blame on one spe- 
cific item—but. one change in the marketing operations 
of the Ford Motor Co. is at least worth a second thought. 
Ford, as you know, had a wonderful first quarter on all 
of its cars—thanks to good products promoted with skill 
and aggressiveness. A big change in their marketing 
strategy came as a result of their strong feeling that the 
return of the buyers’ market called for a stepping-up in 
point-of-purchase advertising activity. 


Last year, ‘as compared with 1950, Lincoln-Mercury’s 
advertising expenditures were 50% greater over all but 
their point-of-purchases expenditures were up approxi- 
mately 75%. The Ford division’s total advertising ex- 
penditures last year were up only 114% over 1950 but 
point-of-purchase advertising was 50% higher. 


THE ADJUSTMENT REALLY ROLLS 


In the past several issues you haven't seen much in 
this department about current business conditions because 
it has seemed obvious that our consistently optimistic 
stand has been vindicated by results. You've noticed, of 
course, the striking reversal in newspaper headlines. The 
good news now outweighs the bad. Headlines such as 
“First Quarter Retail Auto Sales Third Highest Ever,” 
are the rule rather than the exception. 


To add just a few items of consequence: 


According to the National Association of Purchasing 
Agents, 42% of the member firms noted an increase in 
new orders in April while only 17% reported a decrease. 

. Consumer purchases of goods in the first four months 
of the year ran well ahead of factory output, indicating 
further continuation of the corrective process. . . . Con- 
struction records for the first four months were the 
highest ever. 


Total personal income so far this year has been slightly 
ahead of a year ago with “disposable” income several 
billion dollars higher as a result of the reduction in per- 
sonal income taxes on January |. 


People are saving their money and paying their debts 
as shown by the rise in savings deposits, holdings in U.S. 
savings bonds, etc. 


Consumers are spending slightly less in retail stores, 
slightly more for services. 


Since they have more money to spend it seems manifest 
that it is up to business to coax consumers to loosen up on 


their purse strings by producing the kind of goods that 
will appeal, by hard selling, and by attractive pricing. 


WORN-OUT DEALERS 


Perhaps one thing wrong with those industries that 
started to bloom in the twenties and thirties—such as 
those in the automotive, appliance and radio fields—is 
that the heads are reaching an age where they are lacking 
in ambition or vitality or both. It’s more than just a 
speculation, according to an official of the Chrysler Corp., 
who tells SALES MANAGEMENT that the automobile in- 
dustry, which is youthful as compared with many others 
in this country, has now reached its first broad pattern 
of personnel retirements from the industry. 


‘This is as applicable to the dealership picture just as 
much, if not more so, to the factory picture,’ according 
to this Chrysler officer. ‘““Uhere are a great number of 
dealers who have grown up with the business and many 
of them are ready to step down and retire from business 
at this time. The constantly rising plateau of investment 
requirements due to the economy of the country has made 
it dificult for young people to accumulate sizable amounts 
of capital with which to enter business. It is for that 
reason primarily that the Dealer Enterprise Plan of in- 
vestment was created by our company to supply additional 
capital to those people who have all of the ingredients 
essential to a successful dealership . . . except capital.”’ 


Might this be a problem in the field in which you 
operate? Have you worked out an answer? 


PHILIP SALISBURY 
Editor 
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With household totals zooming our economy is bolstered by the demand for more and better housing. 
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At sales meetings and conferences, the slim, 
trim V.P. records decisions and opinions 
Smallest, lightest, the half-as-big, as they occar in natural, conversational 
twice-as-useful V.P. slips easily into any manner. (The sas instantly adapts 
briefcase (it’s shaped like a book and for transcription, too!) 
handles the same way!) Salesmen call it 


“the briefcase secretary!” 


Now— on-the-spot recording 
of orders and information right 
at the customer’s desk! The 
versatile EDISON “V.P.” provides 


impressive service .. . Customers see 


Dictating in his car 
right after a call, your 
salesman reports accurately, 
his instructions are clear and 
salesmen plug in, pick up ' complete. (The versatile V.P. makes other 
the mike...and talk! ©. travel hours productive, too.) 
Today’s salesman 
keeps “caught up” and current 
on paper work after hours or on the road... 
and mails thin, unbreakable, reusable discs back 


for immediate transcribing of reports and advices. 


Salesmen like and use this new method of reducing time- 
ERIS killing paper work. You get prompt and accurate field 
reporting. Your customer gets modern sales service. It’s all 
TODAY’S MOST WANTED DICTATING INSTRUMENT told in a FREE, 12-PAGE BOOK, “Get Action On The Go!” 


Just clip this coupon to your letterhead and sign. hieitiaten %. Matin ’ 

Or phone local representative listed under ’ : , poesia Avenue, West Guange, ¥. 5 
EDIPHONE or EDISON VOICEWRITER for wy Uae he oe me “GET ACTION ON THE GO!"— 
a free, fast, desk-side demonstration. : \\ lin 


NAME 
PAP i of COMPANY 
won. / 


INCORPORATED 


% 


ADDRESS 


ALSO MAKERS OF THE FAMOUS EDISON 
NICKEL-!RON-ALKALINE STORAGE BATTERY CITY 
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YOU'LL BE NEXT: Each American Airlines salesman in 
San Francisco must create and stage a sales meeting for 
his fellow salesmen, It's a basic part of his continuing 


training in selling, and it's part of a plan to help him 
demonstrate his management potential. At far left is the 
author. Man on his feet: Salesman Richard Dominiak. 


Managers Who Direct and Develop 
Always Have Executive Manpower 


Fast-growing American Airlines, now our largest passenger 
carrier, has 3 district sales managers in their thirties in 
charge of territories billing $12 to $40 million in annual 
sales. One of them spells out his ideas on building men. 


BY RICHARD FITZPATRICK 


District Sales Manager in San Francisco, American Airlines, Inc. 


‘There is no mystery in manage- 
ment: It’s men. 

There is only one way in which 
we can obtain men to fill managerial 
positions: develop them. 

Either men are developed outside 
of our organizations and we buy 
them; or they are developed within 
our organizations and are ready to be 
tried in top echelon jobs as openings 
occur. 

My experience seems to suggest 
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there is no real gulf between manage- 
ment and a pool of executive talent. 

Let me illustrate: In June, 1938, 
the Los Angeles sales manager, with 
typical enthusiasm, pounded his desk 
and raised his voice: ‘Fellows, if 
you'll get out and push, we can hit 
$50,000 this month.” 

That same Los Angeles district, in 
1952, turned in an average of better 


For a report on AA’s 37-year-old VP 
and GSM turn to page 38. 


than $2 million for every month of 
the year. In 1952, American Airlines 
passed the Pennsylvania Railroad in 
passenger revenue to become the 
largest passenger revenue transporta- 
tion company in the world. The man- 
agement that American developed in 
that period of growth now has men 
in their thirties managing districts 
producing $12 million to $50 million 
annually. 

How were these men developed 
quickly enough to gain American’s 
position of leadership in its field ? 

Is ‘‘management” a state of mind, 
and “management development” a 
process of mental conditioning? If 
not, stand a $50,000 manager beside 
a $7,000 salesman and attempt to find 
the physical qualities that warrant the 
difference in earnings. 

Now, reach for the nearest dic- 
tionary and look up the word “man- 
ager.’ The word is defined as “one 
who directs.”’ The problem that many 
businesses face in finding management 
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potential in their ranks stems from 
managers who operate within the lim- 
its of that job description. Without 
exception, I have found that a suc- 
cessful manager is one who not only 
directs but who also develops. If a 
sales manager is only “one who di- 
rects” it is doubtful that his company 
will find many future leaders in the 
group under his direction. If he is 
“one who directs and develops’ his 
company will always be blessed with 
a pool of potential executive talent. 

How do we link “development” 
with “directing”? Before going into 
detail, let me say that American’s 
management philosophy is a direct 
parallel to our sales philosophy. I 
can best define our sales philosophy 
by quoting a “Keynote” statement 
made recently at a newspaper pub- 
lishers’ convention in Chicago: 

“All sales are local. Sales are not 
national until they first are local. 
Sales are strong nationally only so 
long as they are strong locally. Sales 
gains are local . . . so, then, sales 
losses are local.” 

In the same manner that we would 
localize sales we must localize man- 
agement. To every echelon of busi- 
ness management, we have long real- 
ized, must go not only the responsi- 
bilities of the job description, but the 
authority that is needed to accom- 
plish the job. 

A number of steps are required in 
preparing men to receive the responsi- 
bilities and authority of management: 


1. Employment and correct place- 
ment of men. 

2. Indoctrination. 

3. Adherence to a set of standards. 

4. Continuous, long-range develop- 
ment. 

5. Equitable compensation. 

The proper development of man- 
agement potential begins with the em- 
ployment and placement of the indi- 
viduals who are to constitute the sales 
organization. In these preliminary 
steps must come a basic evaluation 
of how well the candidate will ma- 
ture in our organization. Background 
and native abilities are as important 
as experience and acquired qualifica- 
tions. At this stage we must deter- 
mine that the individual’s potential 
does or does not justify the time, 
money and training efforts we will 
have to invest in him before he can 
be tested in the frst echelon of man- 
agement. 

Forms for the recording and an- 
alysis of the desired information are 
used, but interviews are the deciding 
factors. We have found it an excel- 
lent practice in any employment (or 
promotional) activity to have the po- 

(continued on page 96) 
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Sales Representative’s Evaluation 


(American Airlines, Inc.) 


PERFORMANCE 


| © Unsatisfactory 


Factors: 


PART | — GENERAL APTITUDE 


| ~ Acceptable 


Job Knowledge 
A. Sales Technique Knowledge ......... 
B. Product Knowledge .............-......... 
Administrative Ability........_..........._... 
(Planning, Organizing and Execution) 
Creativeness... : 3 
(Imagination, initiative, ‘Alertness, ‘Resourcefuiness) 
Expression and Persuasiveness... ‘ 
(Ability to express thoughts easily and effectively 
in conversation, in writing and before an aud- 
ience, good voice, vocabulary, clear enunciation. 
Also confidence in self and product, enthusiasm, 
tact, sincerity, persistence, and aggressiveness.) 
A. Oral... 
B. Written. 
Cooperation and General Attitude 
—o- and Industriousness.. 
Judgment... 
Appearance. 
(Grooming, antes, deunlinen, pale) 
Health and Vitality... 
General Sales Personality. 
(Adaptability and affability with different ‘type 
prospects and associates, helpfulness, thought- 
fulness, friendliness, integrity, determination, 
cheerfuiness, and optimism.) 


PART Il — PRODUCTION EFFECTIVENESS 
(Quality and Quantity) 


11. General Sales Effectiveness... 
12. Business Sold... = 

(Competitive ATP business, agency, cargo) 
13. Personal Call Quantity... 
14. Telephone Call Quantity. Wit 
15. Volume Merchandising Effort 
16. Special Promotional Effort 
17. Correspondence... 
18. Planned Program Adherence. 


_ TOTAL NUMERICAL SCORE _ 


ADDITIONAL COMMENTS: 


Date of this Report: 


Noted:.. 


" (Signature of Sales Representative) (Signature of Sales Manager) 


(Signature of Manager of Sales) 


THEY’RE IN THE NEWS 


From G-E to ABC: 
The Saga of a Moving Man 


For the first time in its history Audit Bureau of Circula- 
tions has a director of public relations. He’s Alan T. 
Wolcott, a man who’s travelled—with stops between the 
two—from Hebron, Neb., where he was born, to Chi- 
cago to take the ABC post. Important aspect of his job: 
to remind people of ABC’s great work in maintaining 
sound advertiser-publisher relationships. A cheerful type 
who says his “wonderful family” is his chief outside 
interest, Wolcott has been with G-E since his graduation 
(at 20) from the U. of Nebraska. Like most young men, 
his career was interrupted by the war—four years in the 
Navy. When he left G-E to take his new post he was 
G-E’s consultant on media planning with headquarters 
in NYC. He’s been active on the Magazine Steering 
Committee, Association of National Advertisers, a mem- 
ber of the Projects Developnient Committee, Advertising 
Research Foundation. So his background fits him like a 
coat of skin for his new post. Those people who ask, 
“What! An appliance industry character with ABC?” 
are learning, as the French say, the more things change, 
the more they remain the same. 
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BY HARRY WOODWARD 


From A Single Ticket Sale 
To What Makes American Fly 


How’s this for getting off the ground in a hurry?: Vice 
president ‘and sales manager for American Airlines, Inc., 
at the ripe old age of 37. The guy who just made it is a 
Notre Dame grad named Walter H. Johnson, Jr., whose 
progress with his company has been so fast that an 
acquaintance says he always checks Walter’s title before 
addressing a letter to him. Johnson joined the airline in 
40, after college. His first job was a grueling one: reser- 
vations clerk on the big, busy New York desk. Then on 
to be sales representative in American’s early cargo or- 
ganization. He helped organize the firm’s cargo opera- 
tions in Mexico, left for two years with the Marine 
Corps in ’44. When he came back it was as Eastern 
regional director of sales. Then he jumped to secretary 
of the corporation and assistant to the president. Early 
this year he became v-p— properties and community 
.- He’sa 
director-at-large, National Sales Executives. Turn to page 
36 of this issue for “Managers Who Direct and Develop 
Always Have Executive Manpower.” 


affairs. Now his new title, second in a year. . 
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Another Salesman Rings The Bell: 
Goodrich Gets A New President 


Some 28 years ago a young sprout named William S. 
Richardson appeared in The B. F. Goodrich Company’s 
garden. Probably no one suspected he’d one day be the 
display piece. But he is, and to drop all similes, Bill 
Richardson has recently been elected president. He got 
his schooling at Boston’s Technical High School; his 
first assignment with Goodrich was as manager, Planning 
Department in Akron. Within five years he was mer- 
chandising manager of the Industrial Products Division. 
In 1938 the sales end of the business got him. He was 
made Division general sales manager. And in 41 he be- 
came general manager, Industrial and General Products 
Sales Division. When B. F. Goodrich Chemical Co. was 
organized in 1945 he was elected president. Six years 
later he became v-p of the parent company. At the 
moment he’s serving as an industry representative on 
President Eisenhower’s recently activated Highway 
Safety Committee. His three grown sons are all success- 
ful in industry but none is with Goodrich. Their pop is 
proud they did it on their own. For so did he. 
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Like Father, Like Son 
Dick Allen Is “Top Brass" 


Richard L. Allen has just been appointed v-p in charge 
of sales, Bridgeport Brass Co. What could be more in 
his family tradition? His dad, George, was for many 
years one of the top officials of American Brass Co., later 
the first president of Revere Copper and Brass. Dick— 
tall (6’1”), muscular—looks every inch the executive. 
A born salesman, he began as one with Bridgeport in 
1937. Three years later he was transferred from New 
York to Chicago, stayed there eight years, went on to 
Indianapolis as Western Division manager. Did so well 
the company brought him home to Bridgeport, Connecti- 
cut as assistant general sales manager. When his boss, 
the late Chester Adams, died, Dick took over as gsm. 
He works at a prodigious rate, no matter what his 
schedule. After he gets the work done no one can tell 
from looking at him if he’s thinking of a fishing trip o1 
the toughest sales assignment his company has. 


|. In you go . 


Salesmen who call at the 
Schilling Division, McCor- 
mick & Co., Inc., San Fran- 
cisco, enter “Ye Olde Colo- 
nial Inn” instead of a drab 
waiting room. No out-dated 
magazines, no dusty, artifi- 
cial flowers. 


Hard Old Benches... 


Schilling's new waiting room 


is soft touch for visitors .. . 
3. Executives meet you... 


Into the executive area, 
Charles McCormick, left, tells 
you how he was forced to 
spend fong hours in drab 
outer offices when he travel- 
ed as a salesman. “I vowed 
that if | ever had the power, 
I'd make the waiting period 
for business callers a pleas- 
ant experience,” he says. 
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2. Hostesses greet you... 


Receptionists in colonial cos- 
tumes extend their hospital- 
ity. “Most businesses haven't 
gotten around to it yet,” says 
Charlies P. McCormick, presi- 
dent of the spice and condi- 
ment house. 


Get a Big Heave Ho 


They get cinnamon toast, tea, 


and a colonial-style reception 


...and then you have tea 


Ao | ih 
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Just off the entrance, host- 
esses serve tea, coffee, cake, 
toast. Here’s where visitors 
learn more about the coim- 
pany’s processing of spices, 
seasonings, vinegars. Facili- 
ties are open to groups of 
food editors, home econo- 
mists and others — including 
salesmen, suppliers. 
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PEOPLE LIKED THE PRODUCT—aluminum shade screen—BUT could Kaiser make i product, intro- 
duced in 1949 and held up after 1950 by Korea, sell faster in 1954? Do your problems parallel Kaiser's 
in learning how prospects in all parts of the nation will react to: 


Merits of a new design for an old kind of product? 
What dealers said—or failed to say—about Shade Screen? 


| 
2 
3. Asample kit mailed to 8,000 people who responded to coupon ads? 
4. Kaiser's efforts to let people know where to buy? 


Prospects Tell Kaiser How to Double 
Sales on Its First Consumer Product 


Kaiser Aluminum & Chemicai 
Sales, Inc., is shooting for double its 
national shade screening sales this 
year over 1953, with confidence that 
the goal will be reached. The reason 
for this confidence is a revamped sales 
and advertising program which places 
heavier emphasis on aid to jobbers 
and dealers. The recasting of the sales 
approach grew out of a survey in 
which the Kaiser Aluminum sales ex- 
ecutives went to shade screening cus- 
tomers and prospects to uncover in- 
adequacies in the company’s sales 
structure. 

“What it summed up to in the last 
analysis,’ points out Robert G. 
Welch, manager of distribution, “was 
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the double fact that, (1) people were 
even more enthusiastic about and 
eager to buy our aluminum shade 
screening than we supposed . . . those 
who knew about it; but (2) we were 
not doing nearly so good a job as 
could be done in helping our jobbers 
with their selling problems.” 

Kaiser Aluminum is primarily an 
industrial company. The shade screen- 
ing, introduced in 1949, is the firm’s 
only nationally distributed consumer 
product, with the exception of farm 
and industrial roofing and siding. For 
the grass roots selling of this rela- 
tively new item the company depends 
on the jobber and the retail dealer. 
Skeleton distribution over the nation 


was achieved quickly and the product 
was building up to nice sales in cer- 
tain areas when the Korean war and 
the metal allocations handicap on 
production slowed production. Pro- 
motion was leveled off. 

Last year, when metal allocations 
went off, normal production was re- 
sumed. Advertising and promotional 
efforts were stepped up. Extremes of 
summer heat in many parts of the 
country presented the company and 
its dealers with a ready-made selling 
opportunity. A public increasingly 
accustomed to air conditioning in pub- 
lic places made for receptivity of the 
idea of summer comfort in the home. 
The company had a relatively small 
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advertising schedule—three or four 
half pages in The American Home 
and Better Homes and Gardens. 

From this advertising Kaiser Alum- 
inum received approximately 8,000 
inquiries on coupons provided for 
the purpose. Each inquirer was sent, 
from the company’s Oakland, Calif. 
headquarters, a small sample of the 
product, a consumer folder with in- 
formation on its uses and advantages 
(“‘shades .. . screens . . . cools’), and 
a list of the nearest jobbers handling 
it. A letter informed the inquirer, 
“If your favorite hardware dealer is 
not yet stocking shade screening he 
can order it for you from one of our 
wholesale jobbers listed on the at- 
tached sheet.” 


Multiple Address Stickers 


Multiple address stickers were 
used to mail the material. Copies of 
the address stickers were sent to the 
interested sales offices, to the proper 
jobber or dealer for follow-up, and 
to the company’s Building Products 
Sales Manager in Chicago. The ad- 
vertising-promotion office retained a 
copy. (Letters from architects and 
potential distributors or dealers were 
answered by letter, and copies sent to 
the sales office concerned). 

Sales were good during 1953—sub- 
stantially higher than in 1952. 
“But,” Welch explains, “we were 
very curious about those 8,000 indi- 
viduals who had taken the trouble to 
write to us for information. Was 
their interest genuine? Was the ma- 
terial we were sending to inquirers 
adequate to explain the product and 
to stimulate buying? How effective 
was our advertising in sending people 
to buy? For we were not advertising 
to collect inquiries, but to stimulate 
sales. We also wished to find out how 
our shade screening was used by those 
who bought it; how available it was 
to the interested consumer; and just 
what sort of sales efforts our jobbers 
and dealers were putting forth at the 
present time.” 

The upshot of this curiosity was 
that the company took a sampling of 
250 names of the 8,000 inquiries, geo- 
graphically distributed, and mailed to 
them a return-postal questionnaire. 
“We're in the dark about You” was 
the message, humorously illustrated 
on the address face of the postal. The 
reverse side asked: “Would you help 
us throw some light on this? Recently 
we mailed a sample of Kaiser Alum- 
inum Shade Screening at your request. 
Now we would like to find out what 
happened. With the attached card you 
can help us improve our service. Will 
you please fill in the necessary infor- 
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mation and return the card? We have 
left room for a remark or two.” 

The questionnaire side of the re- 
turn card was illustrated with a 
dangling light bulb flushed yellow. 
Recipients had these questions to 
check: I received my sample of 
Kaiser Aluminum Shade Screening; 
I think your shade screening sample 
explains the product successfully; I 
have not received my sample of 
Kaiser Aluminum Shade Screening; 
my local dealer called to talk to me 
about shade screening; I tried but 
could not locate a local dealer for 
shade screening; I did . . . did not 
. . . purchase shade screening. Why? 
(Three lines for remarks.) ; shade 
screening was installed on my . 
windows ... doors... porches... 
(space for additional uses). Three 
additional lines were left for com- 
ments. 

No space was provided for a signa- 
ture. The company hoped this would 
encourage response and freedom of 
expression. One surprise was the 
large number of individuals who 
signed nonetheless. 


They Liked Questionnaire 


Of this sampling of 250, more than 
25% filled in and returned the ques- 
tionnaire. This was another surprise. 
Encouraged, the company then drew 
2,500 names and sent out the cards 
in a full-scale survey. The response 
was 23% of completed cards mailed 
back. Every return was studied. 

Welch says, ““We were struck by 
the lengths to which many of these 
people went to give us the informa- 
tion we asked for; and by the inter- 
est in our product, as evidenced by 
the pains some of these prospects took 
to go out of their way to find a 
dealer.” He adds: “It opened our 
eyes to the potential.”” One fact was 
clear: The persons who sent in in- 
quiries after reading the advertise- 
ments were not curiosity seekers. 

The replies showed that nearly a 
fourth of those who answered 
(23.1%) had bought the product. 
Another 47.5% said they were inter- 
ested. In short, better than 70% were 
actual buyers or keenly interested. 

The 136 actual purchasers of the 
product mentioned 165 ways they 
used it. The leading use, the company 
learned, was for windows—but there 


were numbers of doors, porches, and 
patios mentioned. The information 
proved useful in planning this year's 
sales strategy and will also determine 
the advertising approach. 5 

About 28% of those replying said 
they were not interested in the prod- 
uct. Why? A crucial question for the 
company. “Too expensive,” said 239% 
of the “not interested.” Subsequent 
investigation at this point revealed 
that the reason for this view on the 
part of the prospects was that selling 
at the retail level was inadequate. 
“And let us not give the impression 
that we are blaming any dealer for 
this,’ Welch emphasizes. “We our- 
selves had not done a_ thorough 
enough job of education, of aiding 
our jobbers and dealers to get the 
facts across to the consumer.” 

Thus, the customers who had the 
impression that the product was too 
expensive had been allowed to com- 
pare the shade screening with ordin- 
ary insect wire screening. The latter 
sells for about 15 to 18 cents a square 
foot. The Kaiser Aluminum Shade 
Screening retails for 30 to 33 cents a 
square toot; in addition to keeping 
out insects it shades, and keeps prem- 
ises 10 to 15 degrees cooler “when 
the sun sizzles.” This portion of the 
response alone pointed up to the 
sales office the need for more educa- 
tion at the dealer level. 


96.5% Said "O.K." 


The company found that 96.5% 
of those replying to the questionnaire 
felt that the material sent them had 
provided sufficient, stimulating in- 
formation about the product. It was 
found that many persons had made 
great efforts to buy the product. For 
example, five or six percent had 
hunted out dealers, even driving 50 
to 60 miles to locate one. About 8.8% 
reported they had to “travel far’ to 
find a dealer. And 31.7% of those 
who indicated interest and a desire 
to buy said they had not been able to 
find a dealer at all. 

Responses showed that only 14.3% 
of those who replied had received a 
follow-up call from a dealer. This 
was a disappointment to the company. 
They had thought that better sales 
efforts were being made on behalf of 
their product. A study of the re- 
turned questionnaires also disclosed 
that in some areas where the sales 


An interview with 


ROBERT G. WELCH ©* Manager, Distribution, 


Kaiser Aluminum & Chemical Sales, Inc., Oakland, Cal. 


office believed it had good distribu- 
tion there were unsuspected weak- 
nesses. It became evident that, be- 
cause there were two or three good 
jobbers in the areas in question, sell- 
ing the product and bringing in con- 
siderable volume did not mean that a 
would-be buyer had an easy time pur- 
chasing the product. (Where dealers 
did follow up, sales were made in 
most instances. ) 


Where Can They Buy? 


People were interested in the prod- 
uct and wanted to buy. They were 
having a hard time buying. Distribu- 
tion was not good enough and exist- 
ing jobbers and dealers had not been 
sufficiently stimulated and helped to 
do a maximum selling job. To get a 
clearer picture of the problems to be 
overcome and possible remedies, sev- 
eral executive members of the promo- 
tion department went into the field 
and made spot checks in key areas. 
They took the results of the ques- 
tionnaire to jobbers and asked how 
the company could assist them in do- 
ing a better job. They talked with 
dealers. 

One dealer took one of the in- 
quiries which had not been followed 
up, made an evening call, and came 
out with an order for a $360 installa- 
tion. 

What did the company do to 
strengthen the links in its selling 
chain? The entire sales program for 
1954 was revamped, with greater 
emphasis placed on jobber aid and 
education of both jobber and dealer. 

For example: There will be an 
intensified “Newsletter” program to 
jobbers. Such “Newsletters” were 
sent out occasionally in previous 
years. They have been improved, made 
more helpful, and so written that job- 
bers may order them in quantities to 
use in briefing their dealers on the 
product and the best selling ap- 
proaches. The Letters will contain 
case histories to stimulate awareness 
of potential; and selling tips to help 
jobbers and dealers take advantage 
of that potential. 

A “Dealer's Guide to Better 
Profits” is another aid soon to be 
placed in dealers’ hands. Pocket-size, 
in question-and-answer form, it gives 
dealers the selling points on the prod- 
uct in words they can use in talking 
with customers; presents its advan- 
tages in simple terms; and meets ob- 
jections in a positive manner. 

Persons who send in inquiries after 
reading the Kaiser Aluminum Shade 
Screening advertising will get more 
help too. Instead of being told to go 
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to their hardware dealer, screen shop, 
lumber yard, etc., they will be pro- 
vided with a list of dealers in their 
community who handle the product. 
With the aid of its jobbers the com- 
pany sales office had compiled lists for 
each area. Also with jobber aid, these 
lists will be kept up to date. The 
lists are mimeographed and made up 
with 13 different selling letters keyed 
to Kaiser Aluminum’s 13 sales dis- 
tricts. 

Each time an inquiry is received 
the name and address, as in the past, 
will be typed on a five-part label, with 
a key number identifying the adver- 
tisement. The original label is placed 
on the letter to the customer contain- 
ing a sample of the shade screening 
and information on it, plus the list 
of names and addresses of specific 
dealers where it can be bought. A 
copy of the label is kept at the main 
office. 

The second and third copies go to 
the appropriate district sales offices, 
and then one is passed on to the job- 
ber who is to make it available to the 
proper dealer. The jobber may make 
first contact if he desires and then 
turn the contact over to a dealer. The 
fifth copy goes to the Building Prod- 
ucts sales manager. He also can fol- 
low up within a month to determine 
whether a sale has been made. 

Welch remarks: ‘That little label, 
properly followed through by all 
concerned, is enough to uncover an 
interesting sales story . .. or lack 
of one.” 


“Goid-Plated" Prospects 


Headquarters’ promotion — office 
keeps its copy of each label to build 
a list of what it calls ‘gold-plated 
prospects.” The list is used for direct 
mail contacts, for surveys such as the 
one described here, or whatever form 
of follow-up may be devised. “If 
they’re not sold one season,’’ company 
executives cheerfully point out, “at 
the start of another hot summer they 
may prove even hotter prospects . 

In addition to convincing Kaiser 
Aluminum that the inquirers were 
serious about shade screening the sur- 
vey disclosed that it had a far wider 
market to tap than it had realized. 
So it is expanding its advertising. In 
addition to its 1953 schedule, which 
is being repeated, it is adding Life 
magazine with full pages in May and 
June. This advertising will be fully 
merchandised to the trade and 
through the trade to the consumer. 
The larger number of inquiries an- 
ticipated from this increased advertis- 
ing coverage will be intensively fol- 
lowed up under the new program. 


Another phase of the program 
growing out of the survey is increased 
product identification at point-of-pur- 
chase. Welch points out: “We are 
not advertising to pile up inquiries but 
to produce sales. It is better for us, 
for the customer, for our dealers, if, 
instead of putting people to the 
trouble of sending in a coupon, the 
prospect for shade screening can sim- 
ply go to the nearest dealer.” 

Laying the foundation for this, and 
still drawing on the information pro- 
duced by its survey, Kaiser Aluminum 
has designed a series of colorful 
point-of-purchase advertising pieces to 
help the dealer identify his store with 
the product. Another dealer aid is a 
new Photo Kit which shows effective 
shade screening installations. In 
“Newsletters” the company suggests 
half a dozen ways in which these 
photographs may be used (in sales- 
men’s portfolios, for in-store displays, 
window displays, made up as counter 
cards, and adapted to mailing pieces). 
It provides dealers with informational 
material, a demonstration piece, and 
give-away pieces. 


Salesmen Use Survey 


With the aid of its selling organ- 
ization, the company also persuades 
jobbers and dealers to do their own 
local advertising job to tie in with 
their national shade screening adver- 
tising. To impress upon these the ex- 
tent of the opportunities for shade 
screening sales, the company provides 
salesmen, as it already has its jobbers, 
with the detailed facts of the survey 
results, broken down by areas, so that 
each salesman may check his own 
area. 

It provides jobbers and dealers 
with more incentive to push the prod- 
uct by showing them how to sell, be- 
sides home customers, the school mar- 
ket, apartment houses, motels, hotels, 
hospitals and similar institutions. 
This new program is backed up with 
advertising in six appropriate business 
publications (Factory, Modern [los- 
pital, The American Motel, College 
&F University Business, The Nation’s 
Schools, and Hotel Management). It 
plans to bring out an extended and 
improved brochure for jobbers’ and 
dealers’ use in contacting architects 
and air conditioning engineers. 

Preliminary response from the 
trade suggests that the sales target 
for 1954 of double 1953 sales volume 
is not unrealistic. 

Says Welch: “All the signs point 
to substantially increased sales of 
shade screening during the 1954 sell- 
ing season.” The End 
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Where can you 
find the time 
to do a better 
sales job? 


Some sales executives must feel like the farmer 
who, when offered a book on "BETTER FARMING," 
said, “Heck, | haven't even got time to farm as 
well as | know how to!" 


So maybe there’s some merit in the thought that the busy 
sales executive might be able to get better results out of the 
time he’s got by putting the practitioners of “Ditch-Dig- 


ging” Advertising on his team. . . 


because “Ditch-Digging” Advertising procedures can help 
him two ways: first, help him with his chore of sales analy- 
sis; second, produce advertising that does so much of the 
telling in selling that his salesmen can use more of their 


costly time for closing. Like this: 


1. We review all the specifying and buying influences, in- 
cluding those who are hard for your salesmen to reach. 


(If they aren’t known, we help ‘ou unearth them.) 


2. We find out the viewpoints, prejudices, and confusions 
that cloak your product in the minds of your customers 
and prospects. (Not just, “Like: [7] Dislike: [1] Check 
one.” We find out why your customers and prospects 


feel as they do.) 
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3. Then, and only then, we set out to determine what to say, 
to whom, and how often, to improve the viewpoints and 


reduce the confusions that obstruct low-cost selling. 


We select the best tools for saying various parts of what 
needs to be said (booklets, magazines, newspapers, di- 
rect mail, radio, or any other mechanical means of 
transmitting ideas or information speedily and at low 


cost)—then say it. 


This agency is equipped to work with any Sales Executive 
who wants to do a hard-selling job with dispatch and econ- 
omy. We can get going fast—and with the least possible 
drain on your time. If you'd like to discuss how “Ditch- 
Digging” Advertising works to boost sales for any product 


that’s worth its price, just let us know where and when. 


The Schuyler Hopper Co. 


12 East 41st Street, New York 17, N. Y. ¢ LExington 2-3135 


“'"DITCH-DIGGING’ ADVERTISING 
THAT SELLS BY HELPING PEOPLE BUY" 


Doesn't Minneapolis-Moline Know 
Farmers Aren't Buying Now? 


canvass and demonstrate with dealers, 
and become thoroughly acquainted 
with all aspects of a territory man- 
ager’s job. They are available to send 
to any part of the division where 
help is needed. A division uses its 


Current production of diesel tractors is sold out. So are 
two lines of harvesters. Is it because MM has expanded its 
sales force 39% in the past year? Or increased publication 
and direct mail advertising? Or made more sales calls? 


BY FRANK N. LANGHAM 


General Sales Manager, Minneapolis-Moline Co. 


During the top two sales years in 
the history of the Minneapolis-Moline 
Co., it became apparent that a buy- 
er’s market was on the way. Selling 
was going to get tougher—no question 
about it. The question was: “What 
could we do about it?” 

By teaming up the efforts of the 
company’s sales, advertising and pro- 
motional departments, Minneapolis- 
Moline: 

1. Revitalized and expanded (by 
39%) the sales organization. 

2. Stepped up the direct mail pro- 
gram, which already had won two 
Best in Industry awards. 

3. Increased advertising until it 
dominated certain key issues of farm 
publications which blanket territory 
in which the company is especially 
interested. 


How Big the Pay-off? 


Minneapolis-Moline sales in the 
company’s fiscal year ending Oct. 31, 
1953, were $105,671,026, the high- 
est on record. That compares with 
$92,548,332 during the previous fis- 
cal year, which also had been a record- 
breaker for sales. 

Even with adverse agricultural 
conditions this year Minneapolis- 
Moline will closely approach last 
year’s figures in sales. Current pro- 
duction of diesel tractors is sold out. 
Also sold out are two lines of har- 
vesters. The Uni-Farmor, a tractor 
with five interchangeable  attach- 
ments, shows a sales incr*ase of 58% 
above the previous year. 

Let’s examine those three corrective 
steps, beginning with expansion of the 
sales organization when we were 
anticipating tough sales sledding. 

During the war, MM’s sales or- 
ganization was trimmed, because of 
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material shortages, as was the case 
with other firms in the farm machin- 
ery industry. In the fall of 1951, 
MM had a total of 150 blockmen, 
or territory managers, in the field 
with 1,800 contract dealers. 

The program of reorganization, 
revitalization and expansion still is 
not complete but, as of March 1, 
MM had 209 territory managers and 
salesmen with 2,700 dealers. 

This planned expansion was set up 
as a partial answer to the return of 
the buyer’s market and as a way to 
achieve four other goals. 

First MM set up the ideal terri- 
tory for each of its men to cover as 
one with approximately 12 dealers 
and about the same sales potential as 
other territories within the division. 
This would give each territory man- 
ager more time to work with each 
dealer on product knowledge and 
specific merchandising problems for 
the locality. 

This goal has largely been met. 
For example, in the sales division 
covering most of Minnesota, South 
Dakota and northeastern Wisconsin, 
territory lines have been redrawn to 
average 12% dealers per manager. 

The second and third aims, the re- 
placing of inactive dealers and ex- 
panding the organization to cover 
areas where the company was not pre- 
viously represented, are rapidly being 
reached. The 2,700 dealers contrasted 
with 1,800 dealers in 1951 shows 
what has been: done. 

The fourth—and one of the most 
important goals—was to have trained 
men ready to step into the jobs when 
replacement territory managers are 
needed. 

A new classification of salesmen 
was set up in each division. These 
men assist in the training of dealers, 


salesmen in areas where crops are par- 
ticularly good to help dealers in that 
area get a larger percentage of avail- 
able sales. 

Salesmen and dealers are reminded 
constantly that the sales are there to 
be had, if they will only get out and 
sell. 

Typical of MM efforts along this 
line is a message circulated by War- 
ren C. MacFarlane, MM president 
and general manager. He conceded 
that selling probably would be 
tougher, because droughts and small 
grain rust had reduced purchasing 
power in some areas, and because of 
such things as acreage control pro- 
grams. He pointed out, however, that 
land would not be left idle because 
population is increasing rapidly in this 
country as well as throughout the 
world, and that much equipment now 
in use will have to be replaced. 


Better Adjusted Now 


He added: “Dealers, bankers and 
farmers are now better adjusted to 
normal conditions than they were a 
year ago, and therefore will work to- 
gether more closely. 

“But dealers will have to canvass 
for prospects more thoroughly. They 
will have to demonstrate more exten- 
sively. Most dealers now realize that 
they must work to acquire knowledge 
of the products they sell, what the 
products will do for the buyer, and 
the essentials of selling.” 

Both the salesmen and the dealers 
got busy. 

For instance, in the Amarillo di- 
vision in Texas, a Cavalcade of MM 
Modern Machinery was organized 
under the direction of R. L. Moser, 
sales supervisor, and Benton Brown, 
tertitory ‘manager. 

Nine MM dealers cooperated in 
furnishing tractors, self-propelled 
units and other equipment carried on 
trucks. They covered 243 miles in 
about 10 days to nine Texas com- 
munities. Demonstrations were held 
in each dealer town en route, with 
all dealers cooperating in all the 
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Once upon a time a young fellow lived 
on a farm. There were rabbits, pigs, 
poultry,and all the other livestock nor- 


mally found on farms. 


W hen he was old enough 
his mother sent him off to 


school. There he learned to read, to 


——— 


write, and to count . . . especially that 


> a Seta 


many 


l rabbit l rabbit 


rabbits. > 
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ant ] 
rooster 
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many little chicks. D> 


As our hero grew up, went to college, 


and then to work, he noticed: 


many dollars 


l dealer l customer 


for the dealer 
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... The Plan Is “Match the Mates" 


One-half of a “Match the Mates” set [examples: a 
pair of gloves, or one-half of a salad fork and spoon 
set] is sent directly to the local dealer’s prospect 
by Minneapolis-Moline. MM sends with it a letter 
pointing out the quality and dependability of the 
MM equipment the dealer wants to call to the atten- 
tion of the prospect. MM’s letter tells the prospect 
to go to his local dealer and pick up the other half 
of the item and “Match the Mates” — all free, of 
course. : 

MM simultaneously sends the other half of the set 
to the dealer. The company naturally expects the 
dealer will be primed to tell the prospects about 
features of MM equipment. 

Suppose the prospect does not visit the dealer to 
pick up the Mate? “Then,” says MM to dealers, 
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“you or your salesmen have a most logical reason to 
visit him at his home ... and you will be bearing 
gifts insuring a warm welcome.” 

The dealer has complete control over MM’s copy- 
righted program. The dealer must give prospect 
names to the company. The plan is designed espe- 
cially for long-time MM users who need new equip- 
ment, and for prospects who require a little extra 
incentive to buy now. 

Which prcducts are used for “Match the Mates’? 
The salad fork costs MM 20c, and the matching 
spoon costs the dealer the other 20c. So far about 
20 items have been mailed. 

“Match the Mates” is dovetailed with a series of 
MM “Hot Sheet” mailings MM sends, at dealer re- 
quests, to farmers. MM makes no charge for them. 


Man in Charge of the Plan 


Frank N. Langham, general sales manager of the Minneapolis- 
Moline Co., Minneapolis, has been selling farm equipment since 1910. 
As a vice-president of the company, he is still selling. 

Born on a farm in Mississippi and reared on farms and ranches 
in Texas, he sold farm equipment first for a dealer and then for 
various manufacturers. He became assistant general sales manager 
of the Moline Plow Co., Moline, Iil., in 1923. In 1926, he was named 
division manager of the Moline Implement Co., Dallas, Tex., and the 
following year he was sent to Kansas City as Southwestern division 


manager. 


In 1929, when the Minneapolis-Moline Power Implement Co. was 
formed with consolidation of several companies, Langham went to 
Minneapolis to assist in setting up new sales territories and division 


offices. 


When that job was completed, in 1931, he was appointed manager 
of the division office in Kansas City. He returned to the home office, 
as general sales manager, about 20 years later. 

Langham says it is the salesman’s job to sell farmers equipment 
that will help them do a better job of producing better crops at lower 
prices. When the salesman does his job, everyone makes money. 


towns. They even had the Texas 
highway patrol out in front. 

Thousands of persons saw the 
demonstrations and 1,685 farmers 
were registered. A big file of pros- 
pects was compiled by each of the 
dealers and sales were made right 
there. 

Brown, incidentally, reported sales 
of 181% of his quota for that month. 

Similar projects were organized to: 

1. Reach a greater number of pros- 
pects for increased sales. 

2. Promote dealer activity. 

3. Build MM prestige. 

4. Introduce new MM _ machines 
to the territory. 

5. Familiarize new dealers with 
the MM line. 

On the direct mail campaign, it 
has long been apparent to MM that 
sales helps are important in the en- 
tire sales program because they help 
dealers ‘‘ask for the business.” MM 
management asked the direct mail 
division to come up with something 
special for the sales push. 

Their answer was a copyrighted 
Match-the-Mates promotion. (Com- 
plete explanation on page 47). 

Does it work? You bet it does. 

It would be ridiculous, perhaps, to 
say that the gift of a 50-cent pair of 
gloves resulted in the sale of a $5,000 
tractor. The fact remains that we did 
send a farmer at Presho one of a pair 
of gloves; the Presho dealer had to 
go to the recipient to deliver the other 
glove, and the dealer wound up with 
a sale of one of our largest tractors. 

This program serves two purposes: 

1. It increases store traffic. 
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2. It gets the dealer into the coun- 
try oftener after the prospect who 
doesn’t show up. 

The program is geared to take ad- 
vantage of people’s desire for and 
appreciation of gifts. It is designed 
to get good prospects into a dealer’s 
place of business. It provides a logical 
reason for follow-up calls at the pros- 
pect’s farm in the event he is slow 
in picking up his second half of the 
gifts. Most people aren’t slow—a gift 
mailing into one area netted a dealer 
four hot prospects. 

Hand in hand with the direct mai! 
campaign is the Newsletter put out 
by the same division. That goes out 
five times a year, to farmers put on 
the list by the various dealers. It 
contains practical information (don’ 
try to stretch a bag of cement—how 
to stain buildings with iron oxide and 
used motor oil); a little rural-type 
humor (being a husband is like any 
other job; it’s easier if you like the 
boss); and information on how to 
make money with MM products. 

Does that work? 

The first edition of the Newsletter 
went to 50,000 persons whose names 
were sent in by MM dealers. The 
late fall edition in 1953 went to more 
than 341,000 persons—an increase. of 
582%. 

Advertising and promotion were 
geared into the sales campaign. MM 
advertising aid promotion is aggres- 
sive. It is flexible, and makes possible 
a shift of effort as conditions change. 

Outstanding in recent months was 
the domination of certain key issues 
of American Poultry Journal, 


Hoard’s Dairyman, Wisconsin A gri- 
culturist, Dakota Farmer and Wal- 
laces’ Farmer. That domination was 
achieved by using many full pages 
spaced through the papers. 

The pay off? The most recent 
compilation of inquiries from the 
literature discloses: 

1952-53 1953-54 

October 67 156 

November 89 166 

December 93 247 

January 215 466 

February 191 428 

March 162 629 

The MM photographer often takes 
colorful photographs of farm scenes. 
Some of these, with the necessary fac- 
tual information, are sent to out- 
standing publications in the areas in 
which MM is interested. It usually 
happens, of course, that a piece of 
MM equipment is prominent in the 
photograph. They are good photo- 
graphs and often find acceptance. 

The front page of The Farm 
Quarterly, Spring issue, is produced - 
from one of those photographs. MM 
was able to purchase the matching 
back cover. 

Among other phases of the sales 
campaign are divisional and regional 
meetings. They are held periodically, 
and top management gets a chance to 
meet and talk to dealers. 

In addition, each territory man- 
ager holds group meetings and dis- 
cussions monthly. To complete the 
chain, night schools and meetings are 
held for an individual dealer’s per- 
sonnel where requested. 


Which Visual Aids? 


Another phase of product educa- 
tion makes use of visual aids such as 
slides and movies. Full-color slides 
with narration cards permit the ter- 
ritory manager to introduce the sales 
features of new machines to dealers 
and personnel. 

Dealers likewise make use of the 
same slides to show prospects the 
whys and wherefores of MM prod- 
ucts. Full-color movies show the 
farmers MM machines in action and 
the kind of work they can do. MM 
movies on soil conservation and 
places of interest, such as Yugoslavia 
and the Holy Land, have earned an 
enviable reputation, insuring the 
dealer a good crowd when scheduled. 
MM sales abroad are up, too. 

Minneapolis-Moline knows that its 
policy of training men and dealers to 
use the knowledge available is sound 
and backs them up with aggressive 
promotion of a quality line. 

Sales always follow. The End 
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This is interest This is ENTHUSIASM! 


The American Weekly creates ENTHUSIASM” 


On May 11th, The AMERICAN WEEKLY celebrated —with good reason — 
the second anniversary of its change to a new, more modern, 
more dramatic format. The good reason:—two years of enthusiastic response 
from readers, advertisers, and newspaper publishers 
. «+ plus the promise of more to come! 


The 
AmEnican WEEKLY 
* ENTHUSIASM is interest raised to the buying pitch! 


THE AMERICAN WEEKLY, 63 VESEY STREET, NEW YORK 7, WN. Y- 
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Now May Be the Time for Smaller 
Firms to Go After GI Contracts 


Many firms employing less than 500 people are missing 
Federal sales opportunities because they are not fully 
familiar with four reasons why their opportunities are 
bright despite cutbacks. Misconceptions may cost profits. 


BY JEFF THOMSON 


Experts call for a gradual tapering 
off of defense expenditures. Nothing 
drastic. This year, fiscal 1954, should 
run about $43 billion while estimates 
are for about $41 billion in 1955— 
less than 5% reduction. Right now 
detense orders account for more than 
40% of the $1.2 billion backlog in 
the machine tool industry and De- 
fense Secretary Charles E. Wilson re- 
cently stated that his department in- 
tends to stabilize military buying as 
much as possible over the next three 
years. As far as Uncle Sam is con- 
cerned it looks like ‘business as 
usual” for at least a decade. 

For the small firm, with less than 
500 employes, the picture is brighter 
than ever as government agencies are 
directed to pursue this policy: (1) 
find and put to use the productive 
capacities of small firms; (2) bring 
every possible qualified producer into 
the defense effort on a prime, subcon- 
tract or purchase-part basis; (3) give 
necessary aid to small firms; and (4) 
encourage prime contractors to sub- 
contract the maximum possible work 
to small business. 

In cooperation with this policy the 
N.Y. Navy Purchasing Office an- 
nounced recently that 60% of its con- 


tracts—worth 30% of its $31 million- 
a-month awards—are going directly 
to small contractors. More than 56% 
of Army Quartermaster procurement 
was handled by small firms during 
fiscal 1953. In September, 1953, the 
Small Defense Plant Administration 
stated that in its brief 21 months’ 
existence it gave $733 million of aid 
to small firms. 

SDPA’s successor, the newly cre- 
ated Small Business Administration 
(SBA), has undertaken an even 
larger and broader responsibility and, 
through its Joint Determination Pro- 
gram, is earmarking more and more 
contracts exclusively for small firms. 
Homer F. Potter, Region Director, 
Region XII of SBA, stated that in 
California alone his agency has 
helped 333 firms to obtain $31,742,- 
992 of these exclusive contracts this 
year. The SBA, which has also taken 
over certain RFC functions, has an- 
nounced it has $50 million on hand to 
make good its new liberal loan policy. 

Federal procurement, of course, 
isn’t entirely for defense. While 
Army, Navy and Air Force expendi- 
tures go largely into mobilization 
there are scores of agencies that buy 
every conceivable item. The General 


If you now make. . 


Metal plating 
Printing machinery 
Aluminum ware 
Vending machines 
Plumbing accessories 


Gasoline pumps 


. ++ you could produce 


Class 08A incandescent floodlights. 
T41 rangefinders. 

Mess trays ; mess benches ; cavity liners. 
Gun turrets. 

Class 16E components for radar sets. 
Class 03L tank assemblies. 


Services Administration, responsible 
for most non-military procurement, 
has 10 regional offices that contract 
for supply of approximately 40,000 
common-use items in 103 categories. 
In fact, the U.S. Government is pur- 
chasing in volume one out of every 
three consumer items produced by this 
nation’s industry. 


Conversion Possibilities 


To meet domestic needs while 
girding for a prolonged cold war, or 
even for all-out conflict, Defense Sec- 
retary Wilson has advocated “dual- 
purpose” plants. His department will 
encourage and help private industry 
to tool up to produce either civilian 
or military goods, or both at once, 
according to shifting needs. 


Pros and Cons 


You can sell to Government. The 
questions remain, should you sell to 
Government and, if so, how and to 
what extent? To ignore completely 
the world’s largest single market in 
these times seems short-sighted. Even 
if you’re selling your full plant capac- 
ity with civilian orders rolling in 
steadily, a partial conversion to gov- 
ernment work—say 15% to 20%-- 
would help insure against loss of per- 
sonnel, shortage of materials, and pos- 
sible temporary work stoppage in the 
event of all-out emergency. Defense 
contracts can enable you to expand 
your plant, to acquire new equip- 
ment, and to learn new techniques. 

To rely too heavily on government 
orders, however, is to risk periods of 
inactivity between contracts. Certain- 
ly a firm should not leap into gov- 
ernment work to the extent of drop- 
ping its normal production below the 
“break even’ point. One government 
contract doesn’t last forever—but 
overhead expenses do. 

There are numerous misconceptions 
and unfounded doubts about dealing 
with the government. “No profit in 
em,” grumbles the man who bid too 
low to win a contract which netted 
him little or nothing. “Too competi- 
tive,” gripes the bidder who tried five 
times without success. ““Too much red 
tape,’ complains a third would-be 
contractor. The facts are that selling 
to Uncle Sam is neither more nor 
less competitive than any other vol- 
ume selling and prices compare favor- 
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What produces an average of 29.2 


more orders per 100 sales calls? 


Prior interest; prior knowledge of 


the product—and the condition 


under which the call is made! 


The recent study by the Sales Executives Club of New 
York shows that the average number of orders per 
100 sales calls can jump from 9.2 orders on COLD 
calls 


to 16.0 orders on calls made following up an ad 
inquiry 


to 38.4 orders from calls made after buyers had 
studied a potential supplier's catalog and invited 
the salesmen to call. (difference between 9.2 COLD 
and 38.4 on INVITATION— 29.2) 


It certainly follows that you should do everything 
possible to make it easy for your potential customers 
to use your catalog whenever they come into the mar- 
ket for your type of product. The more of them who 
use your catalog, the more will invite your represent- 
atives to call. The more invitations your men get to 
call, the more orders you will get. 


So how do you get your catalog used more? 


There is no way to force people to consult your cata- 
log. But there are simple and effective ways to increase 
the chances that your catalog will be used in as many 


“The more your catalog is used by potential customers, 
the more often your representatives will be invited to call!” 


Division of F. W. Dodge Corporation 
Designers, producers and distributors of manufactuters’ 
catalogs for the industrial and construction markets. 


Dept. 96, 119 West 40th St., New York 18, N.Y. 
Atlanta « Boston + Buffalo - Chicago « Cincinnati 
Cleveland + Dallas + Detroit - Los Angeles 
Philadelphia « Pittsburgh « St. Louis + San Francisco 
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places, as many times as buyers come into the market 
for products like yours. 


Getting manufacturers’ catalogs used has been the 
whole business of Sweet’s for 48 years. Sweet’s can: 


(1) help you design your catalog so as 

to make it easy for potential customers 
to identify your product as the answer to 
their specific needs and to call in your 
representative, 


(2) place your catalog in the right offices 
of all companies of interest to you, 


(3) make sure your catalog is maintained 
in all these offices so that it is instantly 
accessible when buying needs arise, 


(4) enable your advertising to lead each 
“warmed-up” prospect directly to your 

catalog so as to speed his action from 
interest to catalog use to invitation 

for your representative to call. 


Currently Sweet’s is helping 1,550 manufacturers get 
their catalogs used more often. The Sweet’s district 
manager near you will be glad to show you how we 
work with manufacturers to help them get more orders 
by getting their salesmen invited to call more often. 


This free booklet will help you see how you can get more 
potential customers to invite your salesmen to call. 
C] Free booklet, “‘Your catalogs—key to more orders at lower cost." 


(Please have your district manager show me how industrial 
marketers get more orders through improved catalog procedure 


STREET. 


ably with those paid in consumer mar- 
kets. And remember that government 
bid forms, which at first may appeat 
complex, are standardized among all 
agencies and that an Invitation for 
Bids is often specifications, shipping 
instructions, contract, and bill of lad- 
ing all-in-one. If that’s “red tape’’ 
private business might well follow 
suit. 

In addition, if you deal with Gov- 
ernment, you need make no credit 
investigation; bills are paid on the 
average of from two to three weeks 
after invoices are received, and sooner 


for cash discounts. 

True, the government must pro- 
tect itself against irresponsible bid- 
ding or lax performance, and it pro- 
vides penalties for failure to deliver 
on time. It may reject products that 
don’t meet specifications. But this is 
true in private business, too, as any- 
one can sue and collect for breach of 
contract damages. Government is as 
anxious as any business to build ami- 
cable relationships and it will lean 
over backwards to help contractors 
to understand and fulfill terms prof- 
itably. 


What Every Sales, Ad ano Promotion 
Executive Should Know About... 


C\ 
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Hollywood Banners have on 


average store and showroom 


life of over a year! They get 100% usage. 
Hollywood Banners are budget money savers! 


Hollywood Banners don’t have to be a complete giveaway... 
dealers put money on the line for them. 


Hollywood Banners are eye-catching, glamorous, memorable. 
Hollywood Banners have become a “must” in dealer help 


programs. 


Send for this 


Special Inducements 


To make dealing with the govern- 
ment more attractive than ever, Uncle 
Sam offers a wealth of information 
on all phases of procurement and 
plant operation; actual management 
assistance; special tax privileges such 
as fast tax write-offs; materials as- 
sistance; loan of special tools; some- 
times financial aid in the form of 
loans, partial payments or advance 
payments. And GSA is extending its 
practice of making large contracts for 
delivery in intervals over a long pe- 
riod. 


Getting Started 


On August 1, 1953, Congress cre- 
ated the Small Business Administra- 
tion to assist small firms in matters 
of procurement, production, indus- 
trial engineering, and finance. Your 
first logical step in selling to Govern- 
ment, then, should be to write to 
your nearest regional SBA office: 


Field Offices 


Atlanta, Ga. 
147 Hunter St. 
Kline Bldg. 


Boston 10, Mass. 
40 Broad St. 


Chicago, III. 
Room 901 
188 West Randolph St. 


Cleveland, O. 
1101 Euclid Ave. 


Dallas, Tex. 
Room 808 
1114 Commerce St. 


Denver, Colo. 
525 New Customs House 
19th and Stout Streets 


Detroit, Mich. 
912 Francis Palms Bldg. 


Kansas City 6, Mo. 
Rm. 404, Federal 
Bldg. 
911 Walnut St. 
Minneapolis, Minn. 
1247 Northwestern Natl. 
Bank Bldg. 


New York 18, N. Y. 
2 West 43rd St. 


Office 


FREE BOOK Philadelphia, Pa. 


1218-1224 lefferson Bldg. 
1015 Chestnut St. 


Richmond 3, Va. 
400 E. Main St. 


Seattle, Wash. 
Rm. 328, Burke Bldg. 
905 Second Ave. 


San Francisco 2, Cal. 
Room 1043 
870 Market St. 


It’s a “must” for every sales and ad 
executive. It’s chock-full of joint-of- 
purchase product selling ideas and will 
help you wrap up a successful advertis- 
ing and merchandising campaign. 


HOLLYWOOD BANNERS ‘vii sons x 
NEW YORK 16, N ¥ 
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Explain generally what you have 
to sell. SBA will send you forms ask- 
ing for more explicit information and 
from these it will prepare a facility 
record on your firm. Then, it will sift 
the Invitations for Bids that arrive 
daily from all procurement offices and 
will periodically advise you of those 
which might be of interest to you. 

Success in selling to Government, 
as in any other field, will depend on 
an aggressive follow-up program. 
SBA can give you a list of procure- 
ment offices that buy your products. 
Write, or if possible, visit these agen- 
cies and ask to be placed on their 
“bidders’ lists’ so that you will auto- 
matically receive Invitations. 

That is still not enough. SBA can- 
not possibly advise you of every op- 
portunity and they won’t know as 
well as you exactly what you handle 
or what you might produce. And 
even if you are on dozens of mailing 
lists you won’t receive all bid Invi- 
tations in your field because these 
lists often contain the names of more 
than 100 firms. Obviously, in such 
cases, Invitations go to only a portion 
of the firms in rotation so that you 
may receive only one-fourth of the 
notices. But if you learn of the Invi- 
tation you can bid anyway simply 
by asking for the forms by bid num- 
ber. 


Keeping Posted 


There are numerous sources of in- 
formation on pending Federal pro- 
curement. One or more of the fol- 
lowing should keep you up to date: 


1. Each agency’s bulletin board 
will show that agency’s forthcoming 
needs. 


2. The Department of Commerce 
publishes a daily “Synopsis of U. S. 
Government Proposed Procurement 
& Contract Awards” which lists 
many pending purchases by agency 
and by item. You need only write to 
the listed agency for bid sets that in- 
terest you. Annual subscription is $7. 
Apply at 433 West Van Buren St., 
Room 1300, Chicago 7, Il. 


3. Several commercial firms o*fer 
more comprehensive assistance. For 
example, Federal Procurement & Sub- 
contracts, 10-42 47th Road, Long 
Island City 1, N. Y., publishes a 
daily paper which lists all advance 
bid notices, subcontract opportunities, 
contract awards, and shows trends 
and developments. Teletype services 
and reporters enable it to furnish sub- 
scribers with recent prices paid by the 
government on many commodities and 
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generally to assist prospective bid- 
ders. No “five percenters,”’ these firms 
are staffed with procurement special- 
ists who offer valuable services. 


Bidding Pointers 


Don’t let a few unsuccessful bids 
discourage you or tempt vou to quote 
below the profit level. Stand your 
ground and keep bidding. Study ab- 
stracts of bidding in agency offices 
after openings to see why you lost 
and adjust your next quotations. 

Pay particular attention to specifi- 


cations regarding shipping, storage, 
or packing. Sometimes export pack- 
aging can cost more than production 
of the item itself. 


Subcontracting 


The largest 100 contractors in the 
U.S. receive 61.5% of all military 
contracts worth $10,000 or more. 
Thus big business still does the heavy 
work. But $13 billion of $26 billion 
recently allocated for aircraft produc- 
tion eventually went to small business. 

The End 
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YOU GO ALONG 
ON EVERY 


cau------- Aaa a 


WHEN 
YOUR 
SALESMEN 
CARRY 
THE 


TELLS YOUR 
SALES STORY THE WAY 
YOU WANT IT TOLD 


M Your New Products 
™ Hidden Features 


M Your Advertising 
and Promotion 


™ How the Dealer 
’ Can Tie In 


M Contests 

The Value of 
Display 

The Profit Picture 

™ Your Plant 

™ Charts, Diagrams 

™ You Name It 


as fast. 


City 


Company 
Address 


T-A-VIEW. 


Port-A-View opens ond closes in a flash — closes sales just 
Your salesmen carry it over the shoulder like a 
camera (weighs only 4 Ibs.) They’re in and out faster with 
more dramatic, colorful, effective selling than ever before! 


Port-A-View is a table-top projector-viewer with built-in, 
TV-type screen and automatic slide changer. It’s compact, 
requires no stage setting. It takes 36 color slides at a time 
and shows them vividly in ordinary room light. Sells one 
man or a group equally well, unlike hand viewers. 


See for yourself how this new-fashioned sales aid elimi- 
nates old methods and ineffective sales presentations. This 
is your opportunity to be “in” on every sale! 


AT CAMERA STORES EVERYWHERE 


Carrying Case Extra, Discounts in ~l $54.95 


THE FR CORPORATION, 951 Brook Avenue, N. Y. 5! 
Write for Demonstration cr Free Booklet 


y FR, 951 Brook Ave., New York 51, N.Y. Phone CYpress 3-5400 ! 
(C0 Please arrange demonstration of Port-A-View. 
00 Send free booklet. 


S 
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New York Sunday News Sections circulation 
& percentage of family coverage 


4,081,149—total city, suburban, and country 
1,570,237—outside New York City and fifty mile zone 
- 785,119—every other copy in the country edition 
. . - 2,510,912—63.2%, in New York City and fifty mile zone 
1,255,456—31.6%, every other copy in New York City and suburbs 


1,167,184—64.1%, in Manhattan, Bronx, Staten Island; suburban 
New York, Connecticut and Northern New Jersey 


Manhattan-Bronx . 687,685—62.4%, in Manhattan, Bronx, Staten Island 

159,824—65.5%, in Westchester, Fairfield and Putnam counties 
1,014,335—66.8%, in Brooklyn, Queens, Nassau and Suffolk Counties 
1+... 480,092—60.3%, in the borough of Brooklyn only 

Queens-Long Island 534,243-—-74.0%, in Queens, Nassau and Suffolk counties 
312,181—67.6%, in the borough of Queens only 
222,062—85.3%, in Nassau and Suffolk counties 
329,393—52.1%, in Newark and adjacent Southern New Jersey counties 
196,792—67.5%, in Pas: aic, and in Bergen and Sussex counties 


114,467—66.7%, in Hudson county, except Arlington, East Newark, 
Harrison and Kearny 
Source: Annua! Audit, Sept. 27, 1953, as filed with the ABC 


at panne 
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Suit yourself on the size! 


A barrel’s a big deal when a man wants 
just a beer! And a case lot is no comfort 
for the customer who craves a quick one! 
The bar and package store are retailers— 
cater to the specific consumer capacity and 
cash on hand. 


In the New York area we’ve been cutting 
the paper’s pattern to the retailers’ capacity 
for years—in the Sunday News Sections. Now 
the national advertiser can get into the act! 

He can sell metropolitan New York piece 
by piece ...choose specific geographic sections 
which best fit his budget, inclination, factory 
capacity, plans, or distribution program. 

The advertiser now can select fast-growing 
Nassau-Suffolk counties, go after Westchester 
wealth, get new customers in Newark, or 
major in Manhattan. The boroughs of Kings 
and Queens have individual containers. New 
York City and suburbs are packaged with 
full or half coverage. 

And Full Run with more than 4,000,000 
circulation, includes the metropolitan market, 
plus national coverage. 
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Each Section offers greater potential sales 
and more population than most prize markets 
elsewhere ...and reaches more families in its 
area than any magazine, TV station, or other 
New York newspaper. 


These Sunday News sections are tried, 
tested... have been used by the New York 
retailers for years to produce profit, volume, 
traffic, and turnover... have proven records. 

The national advertiser can reach the 
majority of the retailers’ customers, move 
merchandise from shelf to home, from factory 
warehouse to living room. He gets maximum 
effort from a limited budget, reaches most 
customers at least cost. 

Sections listed on the opposite page are 
one of today’s best advertising opportunities 
...For all facts, ask any News office. 


THE @ NEWS, New York’s Picture Newspaper 
with more than twice the circulation, daily and Sunday, 

of any other newspaper in America... 

220 East 42nd St., New York City ...Tribune Tower, Chicago 
155 Montgomery St., San Francisco... 1127 Wilshire Blvd., Los Angeles 
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Why This Industrial Sells 
Without Salesmen 


Cowles, founded five years ago, didn't have the money to 
hire a sales force. It turned to trade advertising. Inquiries 


began to come. Cowles replied: "Send us a test sample, 
and we'll tell you which machine will do the job." It works. 


Something new in sales technique 
was revealed recently by the Cowles 
Co. Inc., Cayuga, N.Y., manufac- 
turer of the Cowles Ultrafast Dis- 
solver. Two problems faced this 
small manufacturer at its inception 
five years ago. First: a problem com- 
mon to all small industrial manufac- 
turers—how to dig up sales without 
salesmen. Second: how to prove a 
new product does a better job. 

In this case, Cowles set out to prove 
that its newly patented Ultrafast Dis- 
solving machinery would save manu- 
facturers time and money, and that 
it would improve the quality of their 
products. To do this the company had 
to overcome reluctance of chemical 
engineers to use high-speed machinery 
for solution and dispersion processes. 

According to Cowles’ vice-presi- 
dent, Horton “Buzz” Meyer, the 
firm couldn’t afford to put salesmen 
on the road; yet, like every other in- 
fant company, it needed sales imme- 
diately. 

Cowlesmen knew they had a su- 
perior machine. They’d proved that 
in the laboratory. But engineers dis- 
trusted ultrafast dissolvers. They 
knew nothing about them. And worse 
—they knew less about Cowles. 

The company found the answer to 
its sales and educational problem in 
the same place they proved the ma- 
chine—in the laboratory. 

Edwin C. Cowles, president of 
Cowles Co. and the man who devel- 
oped the dissolver, came up with the 
winning idea. Since Cowles couldn’t 
afford to send out salesmen, they de- 
cided to bring the prospect’s dissolv- 
ing problems to their own plant and 
laboratory at Cayuga. Says inventor- 
businessman Cowles, “It’s cheaper to 
ship a drum of chemicals from coast 
to coast than to send a salesman 20 
miles.” 

Exciting interest in the Dissolver 
through trade advertising only, 
Cowles simply states performance 
facts about the machine. Cowles ad- 
vertisements now appear in Thomas’ 
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Register, Chemical Engineering, 
Paint Industry, Chemical Processing, 
Chemical Engineering Catalog, Pa- 
per Trade Journal, and Paper Mill 
News. 

When answering inquiries to these 
advertisements, Cowles asks the man- 
ufacturer to send his production ma- 
terial and instructions for processing 
to Cayuga. Following up, Cowles 
runs a small production batch of the 
prospect’s materials through the ma- 
chine; sends the processed chemicals 
back to the potential buyer’s plant for 
analysis. 

In effect, Cowles simply proves 
that its equipment will do the job 
claimed for it. The sale follows auto- 
matically. No salesman is necessary. 

At the Cayuga plant, Cowles en- 
gineers work out the proper combina- 
tion of standard components to han- 
dle each material. Since the Cowles 
Dissolver is manufactured from pro- 
duction parts which are assembled in 
a wide variety of combinations, 
Cowles offers each manufacturer a 
tailor-made machine set up to handle 
his specific dissolving problem. 

Using this system, two engineers 


working in the plant handle sales 
from coast to coast, follow up leads 
and quote details of shipping, price 
and specifications by letter and tele- 
phone. 

A typical sales without salesmen 
story goes something like this: On 
February 23, Robert L. Green, of 
Green & Green, Inc., flavor special- 
ists in Houston, Tex., air-mailed the 
following letter to Cowles: 

“Gentlemen: 

Will you please send at your con- 
venience further information or liter- 
ature, if possible, on your ultrafast 
dissolver as described in New Equip- 
ment Digest, Item #960?” 

On March 1 Horton Meyer an- 
swered this request, asking technical 
questions about the dissolving job 
that Green & Green intended to 
use the Cowles machine for. A quota- 
tion for the model 960 machine was 
included—$535. 

Receiving Meyer’s quotation, J. B. 
Green, president of the house of 
Green replied immediately by letter. 
His reply, dated March 3, contained 
this paragraph: 

“We do not think our problem is 
a particularly difficult one although 
we have never yet found any standard 
equipment as satisfactory as that 
which we built ourselves and which 
has been in use for a good many 
years. We would like to replace this 
with a Cowles Dissolver or some 
other type of mixing equipment.” 

The remainder of the letter de- 
scribed the job to be done. 

Convinced that it could lick Green 
& Green’s problem with its dis- 
solver, Cowles dispatched an immedi- 
ate letter to the company with this 
request: “We would appreciate it if 
you would send us samples of your 
materials Z-56 and Z-57 sufficient for 


running two five-gallon batch samples. 


Behind the idea 


Cowles Co., Inc., was founded in 1935 by Edwin C. Cowles, now 
president. Formerly, he was president of the Cowles Chemical Co., 
Cleveland. Ed Cowles, as he is known in the shop, has invented and 
developed all of the company’s machines 


Cowles, employing only 20 men in the Cayuga, N. Y., factory, pro- 
duced and sold $300,000 worth of ultrafast dissolvers last year. 


Until 1947, Cowles was a development company. It licensed its 
patents. In 1947, Cowles began to manufacture and sell the Cowles 
Ultrafast Dissolver. Now the company is introducing two specialized 
paper mill machines, the Cowles Ragger and the Classifiner. 
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roday’s DETROIT MARNET 


. +. greatest in history! 


@ Customers total 3,350,000 men, women, children. 


a — 1,350,000 working in stores, offices, factories 
—today. 


e Their annual income is close to 7% billion dollars: 
© They have $1,166,000,000 in bank savings alonted , 


@ There are 1,000,000 car owners —Oover 570,000 nome Vv, 
owners. 


e Fader workers average $89.31 pet week —$2.18 per a a) 

our ea 

® 920,000 families — with average annual incomes over «~ i, 
$7,500. sete 
@ Annual factory output shamse 13 billion dollars. 
Figures supplied by Detroit Board of Commerce . 559” 


Pe ta ae 


roday's DETROIT \EWS 


. . . the sales-producing medium in the market! 


There are 3 daily and Sunday newspapers in Detroit, but 
only one—THE DETROIT NEWS-—is the sales-producing 
medium. The proof is that THE NEWS carries nearly 
twice as much advertising linage as either of the 
other 2 newspapers! 


Weekday Circula'ion 443,791—Sunday Circulation 544,622 ABC 9/30/53 


The Detroit News 


THE HOME NEWSPAPER 


Eastern Office: 110 £. 42nd St., New York 17 © Miami Beach, Florida: The Leonard Co., 311 Lincoln Road 
Chicago Office: 435 N. Michigan Ave., Tribune Tower, Chicago, Ill. +* Pacific Coast: 785 Market Street, San Francisco, Calif. 


MAY 20, 1954 


Combine the 
VISUAL. <> 
with the o 
ORAL Va, 
for better 
communication 


Because it fills a great basic need, the Oravisual 
Easel with its large paper writing pad has earned 
universal acceptance. 


This i i ication tool is being used 
throughout the ‘world in the furtherance of com- 
merce, industry, science, education, health, agricul- 
ture and religion. 


Write for free 16-page illustrated catalog. 


ORAVISUAL COMPANY, INC. 


Factory—P.O. Box 609, Station A St. Petersburg, Fia. 
Branch Office, Box 1251, Stamford, Conn. 


In the heart 
of St. Louis 


a short hop from any spot in the city 


HOTELS ‘Moglair 
“iennox « 


TELETYPEs Si 


} 


Super Markets Want These Sales Aids 


Point-of-purchase stimulants for 
super markets, according to House- 
wares Review for non-food items 
which are in most demand are: 

1. Cart wraps and posters. These 
are attached to shopping carts for use 
as dump displays. 

2. Dump bins: printed corrugated 
bins used to display an item on an 
end or in the aisle. These are dis- 
posed of after the merchandise has 
been sold. 

3. Trash burner display: provide 
a display unit similar to a wire trash 
burner which has the advantage over 
a dump bin of visibility all the way 
to the bottom. 


4. Shelf extenders: small projec- 
tions from a shelf to hold related 
items. Example, wash cloth in front 
of soap. 

5. Price mold stickers: small in- 
serts for molding on the gondola to 
deliver a selling message. 

6. Tie-in promotion. Furnish store 
managers with suggestions for selling 
related items together. Example, 
small saucepan with baby food. 

7. End display unit: Complete fix- 
tures to show a line for a period of 
time. 

In addition, according to the maga- 
zine, super markets will display con- 
ventional kinds of posters. 


“We are confident that our ma- 
chine can do the work required and 
look forward to your evaluation of 
these test samples.” 

By April 7, Green & Green had 
ordered a Cowles Dissolver for use 
in its Houston plant. Through the 
experiments, Cowles had found that 
its model 10D 100SC was the best 
model for the job. The price includ- 
ing starting equipment came _ to 
$1,554, —three times the original 
equipment Green & Green had 
thought would be adaptable for its 
plant. 

The sales without salesmen method 
not only makes sales; in this case, it 
tripled the unit value of the sale. 
Only one month and three days 
elapsed between first inquiry and re- 
ceipt of Green & Green’s purchase 
order. In addition, Cowles is sure 
that the customer has the right equip- 
ment to do his job. There are no 
costly mistakes. These might occur 
with this specialized equipment if a 
customer orders the wrong machine 
for his application. 

The happy ending was a sales man- 
ager’s dream. A letter dated May 11, 
one year later, was received by 
Cowles. The opening sentence: ““We 
are contemplating setting up an op- 
eration in Brazil, and are wondering 
if we might purchase for export a 
Cowles Dissolver such as the one 
shipped us last year .. .” 

The system paid off. Without a 
single salesman on the road, the com- 
pany established itself during the last 
five years as the outfit in the ultra- 
fast dissolving industry; and it now 
can establish distributorships. 

Will Cowles continue to sell with- 


out salesmen? Of course, but Meyer 
points out this significant fact: 
Through the sales without salesmen 
plan it sells many small plants that a 
salesman on the road would never 
call on. Cowles contends it is not 
economical to hit every manufac- 
turer who uses dissolving equipment. 

The company estimates that the 
cost of discovering many of the ap- 
plications, many of the small plants in 
unsuspected places using dissolving 
equipment would have been prohibi- 
tive. Cowles plans to continue to in- 
vite manufacturers to send material 
to its Cayuga plant for experimental 
processing as long as it can continue 
to solve dissolving problems. 

Now that the firm is “‘on the way,” 
it will continue to sell with and with- 
out salesmen. Selling directly, using 
laboratory tests as sales arguments, 
means that Cowles will always have 
a cushion to support its sales volume. 

Is the Ultrafast Dissolver accepted 
in the industry? “Yes and No,” says 
Meyer. The drive to educate engi- 
neers to use high-speed dissolving 
equipment continues. It is a long pro- 
gram. Those who accept the machine 
prove enthusiastic. 

But engineers who throw in their 
lot with Cowles tend to regard the 
Ultrafast Dissolver as ali their own 
idea. Many of the biggest operators 
hide their Cowles machines under 
security check: that would satisfy the 
most stringent congressional commit- 
tee. The Ultrafast Dissolver is 
“classified equipment” as far as these 
manufacturers are concerned. 

One manufacturer has harnessed 
unsuspected property changes discov- 
ered in Cowles’ laboratory. With six 
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machines installed, he’s changed his 
basic formulas, now saves $500 per 
machine per day. Another soluble bev- 
erage manufacturer finds application 
of the Cowles Dissolver puts his pro- 
duction out ahead of every compet- 
itor, refuses to allow Cowles to men- 
tion that the machine is installed in 
his plant. The same is true in the 
paint and paper industries, where 
Cowles Dissolvers set new records in 
production, improve qualities of the 
product. 

With distributorships now being 
set up, Meyer says Cowles will shift 
some of the education and sales bur- 
den onto his growing sales staff. The 
laboratory will continue to be used 
to back up Cowles claims, win friends 
and influence engineers. He points out 
that as industrial processing becomes 
more and more complex, more and 
more formularized, selling by specifi- 
cation will have to increase. The 
manufacturer who is willing to back 
up his sales claims by proof in the 
laboratory will gain a larger share of 
the market. 

Does this mean the-death of the 
salesman, the end of the road? Meyer 
doesn’t think so. “If we could dis- 
pense with the salesman entirely, we 
wouldn’t be adding distributors right 
now,” he points out. The Cowles’ 
sales without salesmen technique, he 
believes, has proved its value. The 
company will continue it. 

The sales without salesmen tech- 
nique, Buzz Meyer believes, is the 
best way for a small firm to get 
started. It’s economical, direct—and 
for Cowles, had the added virtue of 
providing an easy method for the 
manufacturer to prove a new prin- 
ciple to industry. 

However, Cowles’ primary interest 
is in sales. Right now it is adding 
distributors to increase sales volume. 
If Cowles thought it could do the 
whole job by mail, Meyer indicates, 
it would. 

Now that the company can afford 
it, Cowles is adding distributors, giv- 
ing the salesmen a whirl. Buzz Meyer 
confidently believes they will launch 
Cowles on the second period of ex- 
pansion. 

To the question: “Salesmen or 
no?” the Cowles Company will find 
the answer in its sales charts over the 
next few years. The End 


Ay", 
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Moving? Call... 


Your ALLIED 


Packing is an art that your Allied Agent 
has developed through years of experi- 
ence. He has specially designed contain- 
ers and padding materials to assure the 
safest handling of all household goods. 


agent 


SA 

FREE Booklet to help you plan your next 
move. Get your copy of “Before You 
Move” from your local Allied Agent. See 
classified telephone directory. Or write 
Allied Van Lines, Inc., Broadview, IIl. 
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USING ADVERTISING AS A SALES TOOL 


MASTER or 
ONE! 


vy 
(FOLLOW FREDDY THE FRITTERER'S RISING SUM) 


Freddy the Frv 


His memory fasled, ancl tre wel morte 


His boss bicw wp hh 
Bet later becom te thtmk our bre. 
“Fecdilty.” saith he, with « friendly cra 

Owe trowble te we re qereed ¢ 


“We ve crtng our its with 6 town pre 
And all we get owt of & & « 
Let's cowter our fire, beep right 
And get our shore of ' 


He wwttched toe NORGE and cleared hes thaw 
Ned watched mew Custer pound ow 
And Preduig—ah. Fredity wos wy he 
Inatead of ame athe. he mom made weer 


For Fredidy, with one gon line to 
Mas learned @s porwr. ond | d th 
He's fownd that the biggest rewards 7 
Not by Jacks-of-all tines, but by MASTERS se 


DIVISION OF 


BORG-WARNER 


EVERY AMERICAN BENEFITS ALMOST EVERY DAY FROM THE PRODUCTS OF BORG-WARNER 


Freddy and Norge Use the Subtle Touch 


A problem-solving approach, good 
attention value, and human interest 
are three good reasons Freddy the 
Fritterer is my favorite Norge adver- 
tisement of 1953. Freddy appeared on 
the back page of the November 3 
issue of Retailing Daily as one in a 
bi-weekly series of dealer messages in 
that publication. 

Getting dealers to recognize and 
understand 26 basic retailing prob- 
lems was the object of the series. 
Freddy, as the dealer fouled up in too 
many lines, fitted in admirably with 
the concept. 

Like the 25 other insertions, 
Freddy is something unusual in trade 
circles. He’s not the “Now! At Last! 
Bigger and Better Profits!” type of 
eyeball-stinging product-puffing ad- 
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vertisement that usually pops out of 
business paper pages. 

Instead, he’s a bewildered, per- 
plexed sort of fellow who finds he 
can straighten out and fly right by 
concentrating on Norge. 

Of course, Norge isn’t the first 
company to point out in advertising 
the merits of the one-line dealership. 
But making Freddy’s ad a highly 
stylized one, and putting the case in 
verse gives the message spark, lifts 
it out of the realm of heavy-handed 
copy, and has the reader immersed in 
the story in a twinkling. 

Basically, the ad is a before-and- 
after affair, which has proved itself 
time and again as a sure-fire atten- 
tion-getter. The opening headline and 
sketch set the scene that is familiar 


of a Series. 


CAN EXAGGERATION, pure and simple, 
drive home a believable, convincing sales 
message—to even the hard-knuckled trade? 
Sometimes it pays to break the rules and 
get away from “regulation” copy. Freddy 
the Fritterer is a case in point — one of 
Norge’s most effective business paper in- 
sertions for 1953. 


By R. C. Connell, Director of Sales 
Norge Division, Borg-Warner Corp. 


to many dealers in appliances. 

Right away, then, the ad pinpoints 
its audience by touching on a com- 
mon problem. And just as quickly the 
ad ends Freddy’s quandary by putting 
him where every good dealer belongs 
—in the position of master of one 
line (preferably Norge). 

There’s a subtlty afoot in the head- 
lines themselves. They’re obviously a 
play on the saying, “Jack of all 
trades, master of none.” Almost 
everyone recognizes the wisdom of 
this old saw. Yet how many dealers 
have ever thought of applying the say- 
ing to their own many-line predica- 
ments? When they saw the ad head- 
lines, I’ll bet quite a few of them 
found themselves thinking, “Why, I 
never thought of it that way before!” 
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Mr. Louis Oliver, trattic Manager 
Prarr a Wiuitne—Y DIV. NILES-BEMENT-POND CO. 
WEST HARTFORD, CONNECTICUT, Ze//s: 


“+--+ ""How Railway Express 
cures a half-ton headache every time” 


“The P & W Standard Measuring Machine is a source of undisputed accuracy 

for industry . . . and an inevitable shipping headache for us. These costly precision 
instruments must get ‘kid glove’ handling, all the way from our door to the 
customer’s receiving platform... but they weigh up to half a ton! 


“What's more, any adjustments or repairs must be made in our plant. We can’t 
help worrying...something could go wrong with any shipment, and the 
whole machine might have to be returned. Shipped by Railway Express 
exclusively, not one machine in my recollection has been returned 

because of damage en route! Time after time, Railway Express provides 

the careful, complete service we must have.” 


Shippers everywhere tell how they avoid worries, save time and money 
with Railway Express service. Whatever your shipping requirements... 
careful handling, prompt pickups, fast deliveries... 

you'll find it pays to call your local 

Railway Expressman. 


itn ; 


EXPRESS 
EL pre epee GENS 


No size or weight limit @ Pickup and delivery, within prescribed vehicle limits, in all 
cities and principal towns @ Liberal valuation allowance e Receipt at both ends 
Ship collect, prepaid, paid-in-part, or C.O.D. @ Ship by Air Express for extra speed. 


use the complete shipping service... 
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business 
is 
specialized 


.and nothing specializes on your business like your business paper 


This canny young fishmonger picks his customers for a 
sure sale. He specializes. Just as you do, in your business... 
and in your business reading. This business paper of yours 
specializes on facts that touch your profits, affect your prod- 
ucts, solve your problems. It gives you a crew of specialists to 
round up news, analyse new techniques, dig up data on what- 
works-and-how ... with a single-minded concentration on 
your particular field. Read it regularly ... cover to cover... 
editorial and ad pages .. . for news, ideas, and where-to-buy- 
what. It does a job for you that nothing else does! 


This business paper in your hand has a plus for you, 
because it’s a member of the Associated Business Publications. 
It’s a paid circulation paper that must earn its readership by 
its quality. And it’s one of a leadership group of business 
papers that work together to add new values, new usefulness, 
new ways to make the time you give to your business paper 
still more profitable time. 
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Coming in SALES MANAGEMENT June | 


Beating the Clock With Masland: 
An A-Z Sales Setup in 11 Months 


The WHO: C. H. Masland & Sons, Carlisle, Pa., carpet 


makers. 


The WHAT: After selling for 86 years through a sales agent, 
Masland changed its policy, built a sales depart- 
ment from scratch in 335 days . . . and with no 
loss in volume. 


ate 
e , 


OO SO OTT OOO OD OCG 0.6 10660886960 Cte 
res 
Ove of o series of advertisements prepared by THE ASSOCIATED BUSINESS PUBLICATIONS 


NORGE'S DIRECTOR OF SALES ... 
R. C. Connell joined Norge in 
1948, as gas range sales manager. 
Two years later he was general sm. 
Since November, 1953, he has been 
director of sales for the Norge Di- 
vision, Borg-Warner Corp., Chicago. 
He took his first whack at selling 
in 1927, with Eureka Vacuum 
Cleaner Co., later did a stint as 
general sales manager for Ludwig 
Hommel Co., Pittsburgh, distribu- 
tors. His home: Evanston, Ili. 


By this simple method of using a 
familiar saying, the ad wins interest 
and believability. The dealer is ready 
to follow Freddy the Fritterer’s rising 
sun. 

J. Walter Thompson’s copywrit- 
ers threw the serious mein and the 
scowl out the window when they 
wrote the verse to explain Freddy’s 
transition. They came up with inter- 
esting verse copy, that tells a neat, 
logical story, and ends on a note of 
triumph for Freddy and Norge. 
Without calling the dealer crazy for 
handling too many lines, the verse 
uses Freddy to tell the story, and lets 
the dealer make his own identifica- 
tion with the hero. 


With Verse, Impact 


I don’t think regulation copy 
could have done the job as well as 
verse. By its very nature, verse must 
condense the salient points of a story 
and present them with impact. It can 
get away with humorous, yet believ- 
able, exaggeration that would be out 
of place in prose. 

Verse, headlines, and art have com- 
bined to make an advertisement 
which, according to reaction, was one 
of Norge’s outstanding business pa- 
per insertions in 1953. Of course, the 
ad was a natural for mailing as a 
reprint to all the division’s 15,000 
dealers. 

Freddy is simplification, to be sure. 
He doesn’t approach the ramifications 
of the many-line problem, such as in- 
ventories, bookkeeping, advertising. 
Freddy is simply a little guy quite 
bowled over by all the things he has 
to remember about all his lines. 

I doubt that Freddy himself con- 
verted many dealers to Norge exclu- 
sives overnight. But I have no doubt 
that, as a human-interest expression 
of many-line problems, Freddy start- 
ed many dealers thinking. And that’s 
the first step in winning them over to 
Norge. The End 
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“Catch ‘em young, feed ’em 


The above ancient adage has been 
advanced as a proper procedure for 
wives, giraffe ranches, ballet schools, 
and bacteria culture ... Now we know 
that it also fits farmers. 

No more ahanded-down husbandry, 
farming today is a complicated and 
constantly changing occupation which 
requires considerable education and 
training. And the boy who is averse to 
study had better skip farming, stick to 
banking or television. 


I Fact , the teaching of farming is a 
major educational effort in this country. 
Some 9,000 rural high schools carry on 
Vocational-Agricultural courses. The 
Vo-Ag instructors are usually ag. school 
graduates, carefully selected, well paid, 
with considerable authority and wide 
influence in their communities. 

One of the Vo-Ag instructor’s big 
problems is that his subject is changing. 
New developments make the textbooks 
obsolete. In 1952 SuccESSFUL FARMING 
offered the magazine as a textbook. 

Each month a sizeable committee of 
Vo-Ag instructors get proofs of main 
articles in the coming issue, and vote on 
material best suited to students’ needs. 

For the three or more articles per 
issue which get the top vote, SF editors 
prepare a teaching guide—of resumes, 
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significances, references, questions and 
answers; charts and visual aids. Copies 
of the magazine are offered to schools, 
in a minimum of ten subscriptions, at 
$1 each per year. 

Working with SF articles, Vo-Ag 
students in recent months have brought 
specimens of feed, fertilizers and paint 
for classroom discussion; learned the 
applications of antibiotics; planted test 
plots; fed control groups of poultry; and 
on field trips have studied dairy systems, 
judged livestock, checked crops. 


The SF'Vo-Ag program has grown 
enormously; now serves some 450,000 
students, in more than 4,200 schools, in 
42 states; and uses 56,000 subscriptions. 

The Vo-Ag program is an expensive 
effort for SuccessFUL FARMING, adds a 
lot of man hours and overhead. But it 
has shown that SF has values no other 
farm magazine can offer. And it enlists 
the best young farmers of tomorrow. It 
perpetuates influence that has always 


vient...” 


made SF more than a mere magazine. 
And it has added a huge new market of 
450,000 students—a considerable plus 
for advertisers! 


Win over 1,300,000 circulation, 
mostly concentrated in the agricultural 
Heart States, ...SuccessFUL FARMING 
has three out of four farm subscribers 
on the top farms that get 88% of the 
national farm income. And the average 
income of the SF subscriber is around 
$10,000... represents buying power 
equal to another national suburbia. 

Because it reaches so big a segment 


in influence any other medium with its 
audience...the national advertiserneeds 
SuccessFUL FARMING to balance his 
national advertising effort. 

Any SF office can tell you why! 


MerepituH Pustisninc ComPANny, 
offices in New York, Chicago, Detroit, 
Philadelphia, Cleveland, Atlanta, San 
Francisco, and Los Angeles. 


Printed Product Information in Indus- 
trial Buying: A Summary of one phase 
of the “Survey of Industrial Buying 
Practices” originally conducted by the 
National Industrial Advertisers Associ- 
ation, issued by the sales promotion 
and advertising department of Sweet's 
Catalog Service. It shows how com- 
parison of printed product information 
was the sole basis for the decision to 
buy or call a supplier’s salesman in 
60.1% of the 383 makes considered. 
The dollar amount of each purchase is 
given, also the number of makes con- 
sidered, number of salesmen called in 
or salesmen who came in, how the buyer 
decided which makes’ salesmen they 
wanted to see, and the relationship of 
printed product information to a sup- 
plier’s chances of getting the order. 
Results of the survey point up the 
need for having organized product in- 
formation in the buyer’s hands so that 
when need arises he knows where to 
get the product. Write to Garwood 
Wolff, Sweet’s Catalog Service, 119 
W. 40th St., New York 18, N.Y. 


( This description of the free booklet, ) 
"The Need for Printed Product In- 
formation in Industrial Buying,” ap- 
peared previously in "Worth Writ- 
ing For." We reprint it here for the 
benefit of those who might have 
‘ missed it. 


One million businessmen 


seek the advice of our readers 


... a fast-growing profession 
serving American business. 
.. +. Are you selling the 
accountants? Send for ‘the 


g 3rd party to 
a sale’ 
cal CIRCULATION 
64,736 
nwt \ ABC 
- 
a a \ 


— America’s foremost accounting 270 MADISON AVE 


and financial management magazine NEW YORK (6, N.Y 


| New Products: 


WORTH WRITING FOR... 


Booklets, surveys, market analyses, promotional pieces 


and other sales literature useful to marketing executives. 


How fast are they 
making inroads on the established 
brands? The Omaha World-Tele- 
gram’s 10th Annual Consumer An- 
alysis shows in detail brand prefer- 
ences for more than 15 product classi- 
fications, including food and drug 
items, soap products, beverages and 
tobacco, automotive and household 


| equipment and appliances, plus mar- 
| ket analysis data. Typical of the new 
| products with high ratings is Gleem 
| toothpaste. Introduced last August, 
| it has captured third place with a 
| brand preference of 16.7%. Colgate 


| port. 
19.8%. Write to E. T. McClanahan, 
| Promotion 


continues in first place with 38.9%, 
down from 45.6% in the 1953 re- 
Pepsodent holds second with 


Manager, The Omaha 
W orld-T elegram, Omaha 2, Neb. 


| What's “ye to Women's 
| Grooming 

| 30th Annual Beauty Forum of the 
| Fawcett 


abits? Report of the 


Women’s Group, which 


| highlights the last 10 years of de- 
| tailed reports which have been issued 


annually since 1941. It gives an over- 
all picture of the trend in beauty 
habits of the readers of Fawcett’s 
True Confessions and Motion Pic- 


| ture, which can be used by manufac- 


turers for survey or for testing pur- 


| poses. Young women are spending 


more 


for deodorants, hair rinses, 
home permanents, hair lacquers and 
dressings and stick colognes. Percent- 
agewise—not volume-wise— they are 
buying fewer of such beauty prepara- 
tions as rouge, bath salts, makeup 
bases and face powder. Write to 
Gifford W. Plume, Advertising Man- 
ager, Fawcett Women’s Group, Faw- 
cett Publications, Inc., 67 W. 44th 
St., New York 36, N.Y. 


Liquor Sales in Ohio's District A: 
Findings of the first published fac- 
tual study, issued by The Cincinnati 
Post. Based on sales records of the 
Ohio Departmest of Liqucr Control, 
it shows the bottle-unit sales move- 


| ment by counties and by brands. Both 


wholesale and retail transactions, with 
breakdown for fifths and pints are 
recorded. Sales for the first six months 
of 1953 and for the full year of 1953 
are also shown. Total 1953 District 
A (16 counties) sales amount to 


$39,181,386. Almost half of ail the 
liquor sold in the district is sold in 
Cincinnati, Hamilton County. Per 
Capita expenditure for the entire dis- 
trict is $22.74; for Hamilton County, 
$26.62. Write to W. C. Savage, Ad- 
vertising Manager, The Cincinnat: 
Post, Cincinnati, O. 


Route Guide to Grand Rapids 
Druggists: Published by The Grand 
Rapids Press, it lists not only whole- 
sale and chain headquarters and drug 
stores throughout the city, but in- 
cludes drug stores in towns of 1,000 
or more population in the Grand 
Rapids Retail Trading Zone: Alle- 
gan, Barry, Iona, Montcalm, Neway- 
go, Ottawa and Kent counties. Write 
to J. P. Lynch, Promotion Manager, 
The Grand Rapids Press, Grand 
Rapids 2, Mich. 


Consumer Analysis of the Phoe- 
nix, Ariz., Market: First annual re- 
port of brand preferences, product 
usage, buying habits, distribution of 
branded products and economic data, 
compiled by The Phoenix Republic 
and Gazette. Based on a survey of 
2,784 buying units in the Phoenix 
ABC City Zone, it covers usage and 
brand preference for 88 food cate- 
gories, 20 soap and cleansing products, 
24 toiletry and drug, 12 beverage, 19 
appliance and household, 8 automo- 
tive and 14 general categories. In 
addition, there are data on store pref- 
erence, income groups, home owner- 
ship and rentals, family composition, 
and a market data summary for the 
Phoenix Metropolitan Area and the 
State of Arizona. Write to Hobe 
Franks, National Advertising Man- 
ager, The Phoenix Republic and 
Gazette, Phoenix, Ariz. 


Directory of Wholesale Grocers, 
Grocery Chains and 
Brokers in the Philadelphia area, 
prepared by The Philadelphia In- 
quirer. Information incsudes com- 
pany names, addresses and telephone 
numbers; descriptions of services; 
products sold and private brand 
names; names of buyers and buying 
hours. Write Leonard E. Bach, Gen- 
eral Promotion Manager, The Phila- 
delphia Inquirer, Philadelphia, Pa. 
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RADIO STANDS UP TO BE COUNTED 


74 People still listen to radio. They continue to buy-new radios. 
fF They listen less in the living room and more in other parts 


of the house, and out-of-doors 


LAST YEAR AMERICANS... 


~S-02-S GIINNOD 39 Ol dN SANVIS.O1GVa 


3" . shelled out $575 million for 
new radios 


... bought 12 million new sets 


... used 3 out of 5new radios in areas 
outside the living room 


... purchased 71% more radio sets than TV sets 


NOW, OF 47.5 MILLION U.S. HOMES... 
RE a 
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HOMES ., RADIOS / 


...46.6 million are / \ ...averaging 2.5 ..bringing the 

radio homes ve x sets per family total to 117 

2 \ million radios. 
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FOLLOW THE 


LEADER to the 


Chevrolet, the nation's (and Cincinnati's) number one car in 1953, puts more money and more linage in 
the Times-Ster than in any other Cincinnati newspaper. 46 years of leadership. 


NATIONAL REPRESENTATIVES: O'MARA & ORMSBEE, INC., NEW YORK, CHICAGO, LOS ANGELES, DETROIT, SAN FRANCISCO 
CHARLIE BONNER, AUTOMOTIVE EDITOR 
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YOUR SALESMAN’S PERSONAL AD BUDGET 


It isn’t uncommon in industry to show factory employes eg ? 
the total machine cost put behind each plant worker. It 
averages $11,000—an impressive figure which gives most 
plant workers increased respect for their jobs. 


But do your salesmen realize what yeu are putting be- 
hind them in advertising and sales promotion? 


YOU HAVE YOUR OWN FACTS AND FIGURES; 
WORK THEM OUT ON THE BASIS OF THIS HYPOTHETICAL CASE: 


po-0% § 17D0NI AV IVNOSHId S.NVWSITIVS ANOA 


You back them this year You have 25 salesmen; 
with advertising and each gets $30,000 
promotion costing 
$750,000 
ee aes oes 
(RRR PY ‘ Terw! 
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At 5 calls a day, they make 31,250 calls But there’s an accumulated power of, 
annually; each call is backed up by let’s say, $6,000,000 worth of advertis- 
advertising costing $23:97 ing over the past 10 years. Divide this 


by the 31,250 calls and it means pres- 
sure in the salesman’s behalf worth, per 


call, $192.00 


DRAMATIZE your ADVERTISING 


Make it answer the salesmaen’s natural question, “What's in it for me?” 
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—is this screening process _ 
making prospects of the millions of people 
you want your advertising to reach? 


F YOU could preselect the people your advertising 

reaches you’d be mighty specific. You’d make a 
careful distinction between casual, run-of-the-mill 
lookers and genuine, cream-of-the-crop prospects. 


Naturally, you’d want to reach millions. But you’d 
like solid proof of their buying power. And you’d 
prefer to reach them in a medium whose editorial 
content stimulates a buying urge. 

With Better Homes and Gardens you get all this— 
and much more. 

With 4-million families, BH&G is one of America’s 
very largest man-woman magazines. But its selling 
power goes beyond what even this big circulation 
indicates. 


THE POWERFUL PLUS OF BH&G 
You get a powerful plus in BH&G from the kind of 


people who read it, their reasons for reading it—- 


and the action they take from their reading. 


Editorial planning preselects the millions who read 
BH&G for their alertness and progressiveness—for 
their high income and home ownership—but most 
of all for their active desire to lead richer, fuller 
family lives. 


These millions know what they’d like. BH&G shows 
them how to get it. That’s why they read BH&G— 
not for mere entertainment. Issue by issue, cover to 
cover, BH&G gives them nothing but sound, inspira- 
tional counsel on raising their living standards. It 
shows them what to do, how to do it, and what to 
buy to do it with. 


THE BUYING URGE CARRIES OVER 


An editorially created buying urge isn’t something 
you can turn on and off like a tap. Naturally and in- 
evitably it carries over to the advertising pages. And 
here you get another positive advantage of BH&G 
over any other big advertising medium. 


Your advertising in BH&G is not an interruption of 
editorial. BH&G families buy the magazine to read 
advertising as well as editorial. That’s why it works 
harder. 

Add up the advantages of this editorial concept, and 
you'll see why Better Homes and Gardens should be 
your Prime Mover of consumer goods and services. 


BH&G, of all big media in America, is the only one 
that screens its audience for both desire and ability 
to buy what you have to sell. 


BH&G gets more than immediate sales results. It 
gets continuing results, because it remains in the 
home longer, keeps on pulling for weeks and months. 


BH&G serves its readers as a cover-to-cover buying 
guide—in which advertising pages and editorial 
pages are viewed with the same interest. 


The sooner you try BH&G, the sooner you’ll learn 


what so many other advertisers know—that here 
your advertising works harder, dollar for dollar, line 
for line, page for page, minute for minute than in 
any other medium. 


a 


WHERE ELSE CAN YOU FIND 
SUCH EDITORIAL INFLUENCE? 


No—this was not one of our building promotions. It was 
a single editorial feature in the January, 1950 issue of 
BH&G. People read the issue, bought the plans, built the 
home. Since then, over 4,000 of these homes have been 
built, with 5,000 more planned! To our knowledge this 
is a record without equal in American building. BH&G 
readers build 7 out of every 10 homes constructed for 
owner occupancy. And the nation’s operative builders, 
who construct for resale, say that the people who buy 
their homes mentionBH&G more than any other magazine. 


Serving 4-million families, 
screened for the 
BUY on their minds! 
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MEREDITH PUBLISHING COMPANY, Des Moines, lowa 
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KNOW THYSELF Last September a large sampling of SALES MANAGEMENT sub- 

scribers told us a lot about their personal and business affairs 
(or at least get an approximation) via a 12-page questionnaire titled, ‘Do You Breed Goats?”’ Re- 
turns (30%) were analyzed and presented in the December 1 
issue (Profile of a Typical Sales Executive, p. 40), but we thought 
you'd like another quick look at yourself... .if you're the average 
SM subscriber. 


Your income is 
$18,300 annually. 


' PERSONALLY... 


You direct a sales 


force of 30 men. You were away on 


G trip 25% of + 
time last year. e 


You use calculating 
machines in sales 
control or analysis. 


You pick the city 
and hotel for your 


company $ %° Ks 
conventions. 


You purcha 

se al- 
ae vetconte 
Or Busin 
ventions. 2 eae 
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What Children Do With Their Time 


How children spend their leisure time. has a strong and direct bearing on how you can 
reach them with your selling messages. The charts shown here are based on a just- 
completed study of 1,677 children conducted in the classrooms of the public school system 
of Elmhurst, Ill., with the cooperation of the Board of Education of that city. The study 
contains forty pages of facts that are vital to you if you sell products that appeal to school- 
age children. Write to Dell today for your copy of the Elmhurst Study. 


ATTEND MOVIES ONCE A WEEK OR MORE READ COMIC BOOKS REGULARLY 
30.9% 88.77% 
READ ONE OR MORE DELL COMICS GROUP REGULARLY WATCH =1-RATED CHILDREN’S 
TITLES REGULARLY TV PROGRAM 
81.4% 67.5% 
| ( 
| | 
| | 


READ ONE OR MORE COMICS GROUP *“‘A"’ 
TITLES REGULARLY 


53.9% .. You cover the children’s market completely in one 
medium when you schedule Dell Comics Group. You 


get a net paid circulation of 10,019,357... plus pass- 
on readership that staggers the imagination. With- 
the largest monthly circulation of any comics group, 
~. Dell Comics deliver the children’s market in one 
big package! 
Each Figure represents 20% 
a \, 
, l 
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WALT DISNEY'S COMICS + MGM'S TOM & JERRY *+ WARNER BROTHERS LOONEY TUNES.AND MERRIE MELODIES «+ WALTER LANTZ’ NEW FUNNIES 
MARGE'S LITTLE LULU + ROY RQGERS + GENE AUTRY + EDGAR RICE BURROUGHS’ TARZAN + THE LONE RANGER + RED RYDER 


DELL PUBLISHING COMPANY, INC... © 261 FIFTH.AVENUE, NEW YORK 16, N. Y. 
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ADVERTISED BRANDS TURN FASTER 


MINOR BRANDS 
1942 


MAJOR ADVERTISED 
BRANDS 


Vi Manufacturers of major advertised brands are often called upon 
4 


to justify the levels of gross profits which they yield to retailers. 
Pe The justification is this: Major advertised brands turn faster — 
5 as this study, an average for 28 food commodities, indicates. 
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STOCK TURNS PER YEAR % ADVANTAGE 


MINOR BRANDS 


1950 


MAJOR ADVERTISED 
BRANDS 


54.4% 


MINOR BRANDS 


1953 


ate 
MAJOR. ADVERTISED 
‘BRANDS , 
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EACH COMPLETE REVOLUTION 
REPRESENTS ONE COMPLETE 


STOCK TURN 


Source: A. C. Nielsen Cc 
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Salesmen Abuse 
Visiting Privileges? 


"Yes," says food store 
operator. He classifies 
types of offenders 


“Each visit to a retail food outlet 
is a ‘rare privilege’ for the sales- 
man,” declares Samuel Winer, vice- 
president and director of purchases, 
Elm Farm Foods, Boston. 

Salesmen abusing this privilege 
soon find themselves classified, accord- 
ing to Winer, as: Hogs who crowd 
their competitors’ products on the 
shelves in order to better display their 
own line; 

Ear benders who talk and talk 
without considering the value of a 
store manager’s time; 

Gossipers who spread half truths 
and wild predictions in an effort to 
increase sales; 

Petty bribers who are continually 
distributing cigars, etc., to store per- 
sonnel ; 

By-passers who never ask for per- 
mission when they should; 

Saboteurs who tamper with their 
competitors’ wrappers, price markers 
and displays; 

Short change artists who are al- 
ways on the make; or 

Enthusiastic sign-hangers who 
plaster posters all over the store. 

Once these salesmen have been 
classified, Winer continued, they find 
themselves being escorted to the door 
and stripped of this “rare privilege.” 
Occasionally, he added, the firms they 
represent lose a few good accounts. 

He told the GMRs to train their 
salesmen in the “art of common de- 
cency” before sending them out “on 
the firing line.”” Although a salesman 
can work better in the store, that’s 
where he can get “killed, quicker, 
too,” he added. 

When they’ve mastered this art, 
Winer continued, salesmen in the 
store can assure product attractive- 
ness by keeping dented cans, torn la- 
bels, dust and improper price mark- 
ings at a minimum. And, he added, 
they can build up good will and re- 
spect from those who keep the shelves 
stocked. 
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$5,488 INC. PER FAMILY 
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yugovinl’s vinyls, magara network, no parachute 


YUGOVINIL'’S VINYLS: Output of poly- 
vinyl resins now booming at Yugovinil’s 
new plant in Kastel-Sucurac. Giant 
strides are being made by Yugoslav 
process industries .. . gains in some CPI 
segments range as high as 500% over 
prewar production. Abundant resources 
and hydroelectric power are attracting 
foreign capital, making Tito’s nation one 
of Europe’s richest industrial sectors 
and a prime target for U.S. exporters. 


NIAGARA NETWORK: 15 plants are inter- 
connected by miles of pipe-line in the 
Falls’ close-knit chemical community. 
Moving everything from water to anhy- 
drous hydrogen chloride, what starts out 
as one plant’s end-product ends up as 
another’s raw material. May be a pat- 
tern here for the whole field. Lots of 
problems yet but that’s a CPI specialty 
when it’s handling raw materials. Should 
be... they buy $33 billion worth a year. 


Events move fast in the Chemical Process In- 
dustries . . . from laboratory to pilot plant to 
full-scale commercial production . . . in foreign 
markets, engineering innovations, new distribu- 
tion ideas. And CHEMICAL WEEK, with swift cov- 
erage of happenings that presage profits, is 
timed to the pace of this volatile, bustling mar- 
ket. That’s why its terse, authoritative pages 
pack stopping power for more businessmen 
readers than any other magazine in the field... 
it gives them the intimate fact-picture so vital 
to dollar-important decisions. 


Management approval is essential to sell equip- 
ment, materials and services to industry . . . and 
executive-rank influence is hardest to cultivate. 
But that’s how CHEMICAL WEEK is such a boon 
to your sales effort . . . it takes your product 
advantages direct to the inaccessible buying 
powers, nails down preference among all levels 
of chemical businessmen. And that’s why, year 
after year, CHEMICAL WEEK continues to out- 
distance the field in advertising page gains. 
Here in the nation’s richest market . . . it’s man- 
agement’s own magazine. 


NO PARACHUTE ...no airline hostess either! 
She’s a member of a girl escort team that con- 
ducts tours for some 1000 visitors a month at 
Lederle Laboratories’ Pearl River, N.Y. plant. 
Duties include explaining production processes, 
uses and advantages of company’s products to 
customers. Girls are efficient, attractive, provide 
a sample of the distribution awareness that helps 
keep pharmaceutical sales steadily climbing. 


ALERT MANAGEMENT: Here’s Nuodex Products’ President Leo Roon who 
built a $10 million-a-year business for his Elizabeth, N.J. firm within 
two decades. A top supplier in the paint additives field, they are also 
well known for developing the famous wartime Napalm. “Something 
new every day in this field,” says Roon. “No problem for me to keep 
posted though .. . I get the really important facts in CHEmMIcAL WEEK.” 


alert management, and...Chemical Week 


in the chemical process industries... it’s management’s own magazine 


A McGRAW-HILL PUBLICATION © ABC-ABP~ 
MCGRAW-HILL BUILDING, NEW YORK 36, N.Y. 


Is the Trade, 
Or Manufacturer 
Right on New Uses? 


Why? 


Excellent Prospects 
Were Rejected 
—Temporarily 


Why? 


Jobber Salesmen 
Failed to Do 
This Job 


Why? 


Wouldn't You Like to Have A 
New Product with This Acceptance? 


Its name is Pellon—a wonder fiber. Current sales outstrip 
production and converters are racing to use it first in a 
wide variety of fabrics. David Morgenstern's reward is 
sweet today, but prospects gave his product a rough time. 


BY ETNA M. KELLEY 


Pellon, a new wonder fabric, has 
started tongues wagging in the textile 
industry. Not merely because of its 
properties, though they are unusual 
and highly desirable—but because the 
fabric is non-woven. Produced by 
Pellon Corp., New York City, its 
potentialities are vast. At the present 
time it is used only as an interlining, 
both by manufacturers and home 
sewers. Sooner or later it will be 
adapted for outerwear use. Who can 
predict what this will do to spinning 
and weaving, textile finishing and 
other conventional textile industries? 

Introduced in America a little more 
than two years ago by David Mor- 
genstern, who discovered it in Europe, 
Pellon is manufactured by a thermo- 
chemic process in a plant at Lowell, 
Mass. It’s 75% nylon, mixed with 
other fibers, usually cotton and rayon. 
(It can, however, be made of com- 
binations of other fibers.) Capacity 
has been tripled recently, yet there’s 
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still a lapse of six weeks between re- 
ceipt of orders and delivery. 

Designers like the material, be- 
cause it provides a permanent built-in 
shape to skirts, bodices, brassieres and 
other garments. Manufacturers like 
it for those reasons, and also because 
it is economical. It need not be cut on 
the bias; it does not ravel, and there’s 
no waste. Home sewers like it because 
it makes their handiwork look pro- 
fessional. It is crease-resistant, ideal 
for traveling. It can be dry-cleaned 
or washed, and dries quickly. It is so 
light as to seem almost weightless. 
It’s porous, conducive to comfort in 
wearing. 

A fiber importer. David Morgen- 
stern was traveling in Europe in 1946 
when he ran across the non-woven 
material, which had been developed 
before World War II by two Dutch 
scientists. He obtained North Ameri- 
can rights to the process and assem- 
bled the necessary capital to start 


production in a plant available at 
Lowell. For some time before that 
he had been doing missionary work 
among prospective users. Full-scale 
production began early in 1952. 
Getting acceptance for the product 
was not easy. A six-months’ trial of 
selling through jobbers failed, because 
jobber salesmen were unable to pene- 
trate the resistance garment manu- 
facturers normally feel toward any- 


.thing strikingly different from what 


they’re accustomed to. Morgenstern 
himself put in many an hour with 
that market, recommending, ‘Make 
up two identical garments, one with 
Pellon, one without it.” Very few of 
his prospects made further response 
than, “Looks too much like paper.” 
(Pellon looks like a cross between 
blotting paper and fine hand-made 
rag paper.) 

He might have found some takers 
if he had gone to manufacturers of 
low-price dresses, since the economy 
feature would have interested them. 
He realized, though, that by getting 
the product used first by top-name 
couturiers, it would eventually be 
adqpted-by those farther down the 
line. If, on the other hand, it had been 
used first in inexpensive garments, the 
high-fashion field might never have 
accepted it. 

Eventually a few fashion leaders 
experimented with Pellon and liked 
it. Among the first to do so were 
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meeting rooms 
to seat as many as 


1500 PEOPLE-...”.. 15! 


KENTUCKY HOTEL FLAG ROOM 
7800 square feet will accommodate 
1500 for meetings, 1100 for food service. 


Louisville’s KENTUCKY HOTEL 


As this is being written, 2418 people are being 
served in various banquets and dinners in the 
Kentucky Hotel—1093 of them in our great “Flag 
Room’, alone! (Several little regional meetings 
are also being held, seating as few as 10 people!) 


Which is just to indicate what great things have 
happened in this hotel. Two tremendous additions 
have been built. Air-conditioning in every meeting 
room, large or small, as well as in the lobby and 
all public restaurants, and about one-third of our 
bedrooms. In other words, the Kentucky has been 


THESE BLUEPRINTS AND 
PICTURES ARE ‘‘WORTH 
A THOUSAND WORDS!” 


MAY 20, 1954 


now offers facilities comparable to any in the nation 


made one of the nation’s greatest convention 
hotels—ready, willing and eager to serve any 
sort of meeting, for almost any number of people. 


Remember, too, that the Kentucky is the sister 
organization to Louisville's famous Brown Hotel 
— operated by the same management as the 
Kentucky. 


Get all the facts before you plan your next state, 
regional, national or international convention. 
The book of blueprints shown below will open 
your eyes. Use the coupon, while you remember! 


The Kentucky Hotel 
Louisville, Kentucky 


Without obligation, please send me a copy of the 
Factbook as advertised in Sales Management for 


May 20. 
Name_ 
Organization 
Address. 
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BEHIND “CLOSED DOORS” 


Now you can get into the offices of all military buyers who make the 
buying decisions for the 3!. million consumers in the U.S. Armed 
Forces, through the pages of THE MILITARY MARKET. This new trade 
paper lets you present your product to the officers who stock the 
Service-operated Commissaries, Exchanges, Ships Stores, Clubs 
and Messes where Servicemen and their families spend most of 
their 8 billion dollar yearly income. 


Guaranteed circulation of 15,000 per month—more than any other 
publication in its field—means your ad in THE MILITARY MARKET 
reaches more military buyers everywhere, in the U. S. and overseas. 


THE MILITARY MARKET is published by an experienced military 
trade paper staff. News coverage, editorials and features designed 
to aid the military merchandiser insure thorough readership and 
long life for your advertising message. 


Let us help you sell these military buyers. ‘‘How to Sell” informa- 
tion and market data are yours for the asking at our nearest adver- 
tising office. 


HIGHEST readership among military buyers * MOST coverage per ad dollar 


Circulation Guarantee: 15,000 per month 


THE MILITARY MARKET 


The Monthly Magazine for Military Buyers Everywhere 


ARMY TIMES PUBLISHING CO. 3132 M St., N.'W., Washington 7, D. C. 
publishers of 


ARMY TIMES - AIR FORCE TIMES - NAVY TIMES - AIR FORCE DAILY, The American Daity in Europe 


NEW YORK: 41 East 42nd St ° LOS ANGELES: 6399 Wilshire Blvd 

CHICAGO: 203 N. Wabash Av ° SAN FRANCISCO: Monadnock Bldg 

PHILADELPHIA: R.W. McCarney. 1015 Chestnut St. © BOSTON: John Hancock Bidg 
ATLANTA: Weowver, Inc. 1447 Peachtree St. N. E 

LONDON ¢ FRANKFURT © PARIS © ROME © TOKYO e¢« CASABLANCA 


Ceil Chapman, Bender & Hamburger, 
Charles James and Hulitar. Soon 
others began to follow suit. The 
company staged a fashion show in 
New York and the press seized upon 
the product as newsworthy, writing 
some 3,000 articles and news stories 
about it in less than a year. Within 
a few months demand outstripped 
supply—a condition still prevailing. 

Current fashions are favorable for 
an interlining that remains firm. 
“Wonder Under,” as the material is 
dubbed, makes clothes stand out, takes 
the worry out of strapless evening 
gowns, puts built-in curves into bras- 
sieres, gives children’s clothes a “per- 
manent flare.” It prevents the tired 
look that afflicts fur coats. It is used 
for men’s lapels and waistbands and 
in children’s clothes. It’s handy for 
shoulder pads. It is used in shoes, 
handbags, luggage, and as a lining for 
draperies. It undoubtedly has many 
other potential uses, but the company 
is not yet ready to explore them, 
sympathizing with the fashion field’s 
argument, “Seasons are short and 
fashions die quickly—we can’t afford 
to wait long for delivery.” 


Moving too Fast 


But there will be industrial uses 
(as a filter, for example). And even 
though President Morgenstern is put- 
ting the brakes on discussion of Pel- 
lon’s use for outerwear, people are 
experimenting in that direction, hap- 
pily in some instances. (SM’s re- 
porter, for example, saw some mag- 
nificent draperies with an overall de- 
sign made of golden metallic scroll 
[Lurex yarn] stitching directly on 
Pellon.) Though the firm’s manage- 
ment is keenly interested in such ex- 
periments, it is not yet satisfied that 
the material is ready for applications 
other than interlinings; nor is capac- 
ity geared to fill the accelerated de- 
mand which might arise with new 
applications. 

An idea of the potentialities of new 
markets may be had from the fact 
that within a few months after Pellon 
was introduced as yard goods, for 
over-the-counter sales, at prices rang- 
ing from 55c to 88c, more than 4,000 
stores were carrying it. Buyers are 
enthusiastic, a typical reaction being 


HIB", 


SALES MANAGEMENT 


s' sited —s 


Fn Baey 


Dramatic appeal of Carter-Jones’ Fairlawn store front attracts Partial view of display floor shows how stock for a complete 
contractors and home owners... builds steady traffic. Entire house enables Carter-Jones Lumber Co. to give both contractors 
layout has supermarket atmosphere. and home owners a one-stop buying source. 


J supermarket helps builders 
sell complete house on one bill 


In Akron, Ohio, Carter-Jones Lumber Co. offers 
its trade a “complete house on one bill’. . . at- 
tracting builders, builders’ clients, home owners 
and hobbyists to its one-stop buying center. 


On the Carter-Jones display floor you find a full 
line of products and merchandise for the home. 
There’s a complete line of appliances, top-notch 
brand-name paint section, a dozen types of win- 
dows and doors, cabinets and lighting fixtures. In 
addition you find hardware, tools, fans, air condi- 
tioning units, and many, many other products. 


Recently the Carter-Jones story was featured in 
Building Supply News, as an inspiration to 20,000- 
is Gaciandintan, ening. uate. Gece: Gi ic ee plus other BSN top flight dealer readers. This is 
the service they want. Order-counter speeds order handling typical of the way BSN helps develop the ever- 
growing building material retail industry in its service 
to 46,000,000 families and farmers and 100,000 
contractors. It explains why BSN reader-dealers 
sell 88.2 % of the entire building material volume 
...Wwhy BSN is way out in front as the leading 


building material dealer publication. 


It explains, too, why it’s good business to adver- 
tise in BSN. ' 


— 8 T } L D j 4 G.-- the FIRST 


dealer merchandising 


SUPPLY NEWS .. publication... 


On 5 SOUTH WABASH AVENUE + CHICAGO 3 


The story you are about 
to read is true.... 


ThE 
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File 3X456: 


This is the Industry . . . an industry of 
seven billion dollars purchasing power. 
Growers, shippers, packers, wholesalers, 
receivers, distributors and jobbers in 
every town, village and city belong to 
“it. Ut is the Fresh Fruit and Vegetable 
Industry. My name is The Packer. I'm 
the Industry's Newspaper. 


Thursday, December 3, 8:35 a.m. I get 
a report from Sheriff Jose M. Viramontes 
of Dona Ana County, New Mexico. A 
crippled truck driver has disappeared with 
a large semi-trailer and a load of onions. 
The report gives the truck's license. Also 
description of missing driver. 


Saturday, December 5, 12:30 p.m. We 
issue an APB on the suspect and missing 
vehicle. It appears on the front page of 
The Packer. 


Monday, December 7, 9:50 a.m. Atlanta, 
Georgia. Max McClung of Florida Citrus 
Company is talking to a crippled trucker 
who is asking for a load of citrus fruit on 
credit. 


9:55 a.m. I, The Packer, arrive, along 
with the Monday morning mail. McClung 
interrupts interview. He glances at The 
“Packer. It’s a habit. He wants the facts... 
just the facts. He gets them in The Packer. 


9:37 a.m. McClung looks out of window 
at truck parked outside. He goes into an- 
other office, telephones the Atlanta Police 
Department. He quotes from The Packer 


10:15 a.m. Atlanta police place the 
trucker, wanted in three states, under 
arrest. 


Tuesday, December 6, 9:30 a.m. I get a 
call from Sheriff -Viramontes. ‘Police 
everywhere have been on the look-out for 
the suspect,” he says. “How did you 
break the case?” he asks. ‘It's easy,” 1 
answer. “I'm The Packer. They read me.’ 


Yes, 14,582 (ave. circ. ABC Dec. 31, 
1953) leaders of the Fresh Fruit and 
Vegetable Industry read The Packer 
thoroughly every week. They want the 
facts, fast, about their industry and your 
Product or service. They can get them in 


THE PACKER 


THE PACKER PUBLISHING CO. 


201 Delaware St. Kansas City, Mo. 
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that of one who scrawled across her 
order (also seen by SM’s reporter), 
“This item is terrific; it walks right 
off the counters.” At this time, 30% 
of the firm’s output goes into such 
retail outlets. 

The sales force, working out of the 
New York office, consists of men with 
experience in the textile field and 
some who have come directly from 
textile schools. Because the product 
is new and unlike anything else on the 
market, they must be resourceful. For 
one thing, they must be able to com- 
bat resistance at three levels: plant 
owner, designer and production man- 
ager. They, in turn, learn from users 
and pass on to the plant information 
that has helped to improve the prod- 
uct—in the matter of weights, for 
example. It now comes in six different 
weights, the heaviest 1/30” thick. 

Pellon lends itself to dramatic 
presentation, and the president has 
developed a bag of tricks that are 
useful to the sales force. To point up 
the difference between conventional 
woven fabrics and-Pellon, which is 
heat-bonded with the fibers in random 
arrangement (reason why Pellon 
doesn’t stretch and lose shape), Mor- 
genstern uses coarse wire mesh. 
Twisting it first one way and then 
another, he demonstrates the reason 
for cloth’s stretching. Tugging at 
Pellon, he shows that it does not 
stretch in any direction. To demon- 
strate its extreme porosity, he blows 
smoke through a dozen thicknesses; 
the smoke passes through instantane- 
ously. 


Most Promotable Feature 


Most exciting to the layman is the 
fabric’s resiliency. Roll it into a ball, 
crease it, pretzel it—then release it, 
and it springs back into shape. As the 
makers express it, it’s isoelastic; but 
a woman thinks of the freedom from 
ironing such a material gives her. 

Because of the newness of the prod- 
uct and its unusual nature, the com- 
pany has a major educational task on 
its hands. Its Educational Depart- 
ment assumes this responsibility, 
which entails writing numerous let- 
ters (1600 last February) in answer 
to inquiries. Members of the depart- 
ment also visit home economics 
groups, address text#e school stu- 
dents, and in other ways act as mis- 
sionaries. 

An attractive 12-page booklet, 
“Facing the facts about INTERFAC- 
ING,” provides the information manu- 
facturers and retailers most want. 
Treatment is light, and illustrations 
help to convey the concept of an en- 


tirely new fabric. For example, the 
section “Lightweight — the Pellon 
way to reduce,” shows a dress being 
weighed on a scale; and the text ex- 
plains that the fibers that go into the 
material are fine in quality and light 
in weight; and, since they are non- 
woven, they are not twisted. “And 
as a result Pellon is 50% lighter!” 
The section headed “Porous,” shows 
an “expert” giving Pellon the ‘smoke 
test,” by blowing a billow of ciga- 
rette smoke through a roll of the 
material. 


Now Larger Ad Plans 


Up to now the company has done 
little advertising except in Good 
Housekeeping, from which it has the 
seal of approval; and in the pattern 
journals. A campaign is now being 
planned through David J. Mende!l- 
sohn Advertising Agency, Inc., New 
York. It seems likely that copy will 
be directed not so much to the win- 
ning of new users as to the education 
of the public and the trade in what 
the product will do, and not do. Such 
merchandise is subject to imitation 
by inferior products, and the origi- 
nator must, of necessity, spell out 
standards to be maintained. Manu- 
facturers and retailers are mentioning 
Pellon by name in their own adver- 
tising, and display the company’s 
hang tags on items containing it; this 
has helped to win acceptance. 

Evidence that Pellon is an impor- 
tant factor in the textile world lies 
in the names and numbers of manu- 
facturers using it in their products. 
Here are some of them. Dress manu- 
facturers: Ceil) Chapman, Junior 
League, Nettie Rosenstein, Sophie of 
Saks Fifth Avenue, Suzy Perette. 
Coats: Goldberg-Weissman, Han- 
delsman & Raiffe, Pober & Solomon. 
Children’s wear: Children’s House, 
Coronet Coat Co., Gastwirth Bros., 
Johnston, Inc.; Richling, Ades & 
Richman, Inc.; Rosenau Bros.; Stern 
& Herff. Brassieres: Delight Form, 
Jantzen, Lily of France. Girdles: 
Guild Foundations. Swim Wear: 
Jantzen. Shoes: Gustinettes. Men's 
W ear : Haspel Bros., Phoenix Clothes, 
West Mill Clothes. 

In an era when “miracle” fabrics 
are almost commonplace, Pellon 
stands out from others because of its 
non-woven construction. It is not 
unique, since felt is. also a bonded 
material ; but it differs radically from 
felt in that it is easy to handle and 
to sew, in its porosity, lightweight 
and many other qualities. As an inter- 
facing, it is ideal. Worth watching 
are its potentialities for outerwear. 

The End 
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Cleveland is your ideal Test City we 


A. C. NIELSEN CO. 


reports, by brand detail, 


joe | 


it is an excellent "Average of the 
Nation” in business, industry and 
population characteristics. 


available in many commodity classes through 


The Cleveland Plain Dealer 


REATER CLEVELAND is a typical Amer- 

ican Metropolitan Market that is said to 
“know more about itself than any city in the 
Nation”’. 

The food store panel which Nielson composed 
and conducts for us adds something to this. Their 
bi-monthly reports express total County activity 
on an excellent variety of commodity groups. Not 
just fractional highlights, but the full and factual 
sort of report you would expect from Nielsen. 


Consumer sales volumes, and shares of sales, by 
reported brands and “‘all other”’; distribution (also 
determining per cent of stores “out of stock”’); 
average sales per store handling; average -inven- 
tory per store handling (establishing number of 
months supply); dealer push in terms of displays, 
couponing and deal activity, and many other sales 
influence details. 


These are expressed not only for the total 
County, but also by economic halves of the 
County’s families, and by corporate chain stores 
vs. independents . . . to better define areas of 
sales opportunity. 


If you plan a Test in Cleveland 


Tell us now, so we may be sure your brand is among 
those detailed by name at the next ‘nvailable. inven- 


With Greater Cleveland’s characteristics, plus 
Nielsen reports, where could you find a better 
test market? 


But what of those commodities not reported by 
brand detail, and those not included? They, too, 
reap an almost equal value. 


To have pin-pointed for you those areas and 
those types of stores, where you must win dis- 
tribution and shelf position to expose your prod- 
uct to substantial sales opportunities, is invaluable 
—as a directional influence to your selling and to 
your advertising effort, both for testing and for 
everyday sales. 


THESE REPORTED BY BRAND DETAIL: 


CAKE MIXES MARGARINE 


COFFEE SYNTHETIC DETERGENTS 


Regular and Soluble SOAP POWDERS 


PACKAGED NON-FAT 
DRY MILK 


DOG FOODS 
Dry Type, Canned Type 


FROZEN: 


Juices * Vegetables « Fruits « Chicken Pies « Beef Pies 
(Reported from retailer purchases and purchase distribution.) 


REPORTED BY “ALL BRANDS COMBINED” ARE: 
Butter « Tea ¢ Cat Foods 


CLEVELAND 


PLAIN DEALER 


CRESMER & WOODWARD, INC. 
New York * Chicago * Detroit * San Francisco « Los Angeles « Atlanta 
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How to use media salesmen 
to get the best media buys 


in the best markets. 


product made by a rela- direct mail sales | 
tively unknown company for an industrial product. 


will tell you their problems 
— if you ask. 


Mushrooming Sales Easier to Handle 
Because Research Pinpointed Market 


Barry Corp., mindful of post-World War II conversions, 
took it slow and easy when it looked around for a post- 


Korea product. Are there marketing lessons in this move 
for a company with an eye on selling a new industrial? 


An Interview by Bernard G. Priestley with 
EDWARD A. JOHNSON 
Vice-President, Sales, The Barry Corp. 


The success of this sales achieve- 
ment is mirrored in employment fig- 
ures. In April, 1946, The Barry 
Corp., Watertown, Mass., had 14 
employes. By June, 1950, Barry had 
80 employes. Then came Korea—and 
boom! By December, 1951, Barry 
had 355 employes and sales were $34 
million, almost entirely to Uncle 
Sam. 

Today Barry, with plants at Wat- 
ertown and Cambridge, Mass., em- 
ploys 550 people and sales in 1953 
were $5 million with a healthy share 
of it coming from civilian users of the 
Barrymount, a new product. 

The Barrymount, specifically the 
Leveling Barrymount, resembles in 
shape an inverted cereal dish. A 
threaded bolt and lock nut are in- 
serted through it. Machines com- 
monly used in factories now can be 
mounted securely without being 
bolted to the floor. Further, the 
Barrymount absorbs shocks and vi- 
brations, reduces machine operation 
noise, and makes it possible to move 
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a machine quickly from one location 
to another. 

Four Leveling Barrymounts, for 
the average-size machine, cost about 
$50. 

The Leveling Barrymount is the 
result of a planned hunt for a new 
product and for the best market, and 
for the best ways to sell the market. 
Says Edward A. Johnson, vice-presi- 
dent, sales: “‘A specific target date for 
each move is absolutely necessary.” 

Barry Corp. organized a Peacetime 
Products Committee, in October, 
1951. Named to it: President Ervin 
Pietz, Vice-Presidents Johnson and 
Charles Crede (chief engineer), and 
heads of six departments. They had 
many meetings, but decided little. 
The committee was abandoned as 
unwieldy. 

Next an Executive Committee was 
formed consisting of Pietz, Johnson 
and Crede. Each man had authority 
to act, and did. 

The new committee decided to 
meet at “Shangri La.” This was any 


place, not just one place — where 
Pietz, Johnson and Crede could talk 
without interruption for several 
hours, or even a couple of days. 

At that time the new Leveling 
Barrymount was in the process of 
perfection. It was not an absolutely 
new product, though. In fact a prod- 
uct named: “Barrymount” had been 
sold for a few years. But most of the 
resemblance ended with the name. 
The old product was made largely of 
neoprene-rubber. It was oblong or 
square in shape instead of round. It 
incorporated no leveling arrangement 
and machines mounted on it could 
be leveled only by experimenting with 
shims of various thicknesses. 

Since the original Barrymounts 
had been sold to many defense plants 
and were proving quite satisfactory 
in reducing shocks, vibrations, noise, 
etc., the members of the special com- 
mittee were sure the new product 
would offer far greater marketing 
possibilities. Nevertheless, it was de- 
cided not to jump into mass produc- 
tion with the new product nor to 
launch it saleswise on a broad scale 
before conducting a “sounding out”’ 
program. The committee’s thinking 
behind this decision was: 

“1. The nearby companies in 
Greater Boston and eastern Massa- 
chusetts with which we have been 
largely dealing know our industrial 
products, including the old Barry- 
mount, and have been using them to 
advantage in reducing shocks and vi- 
brations in machines, as a valuable 
aid in turning out precision work, 
and to facilitate relocations of ma- 
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but a man will do 
his blazing best for a Delta-C&S 
Millionaire\ 04! Vacation 
in C-O-O-L Miami Beach. 


Stimulating Maximum Effort 


Now ... timed to spark your summer quota drives with 

an all-powerful “‘jet-assist” . .. Delta~C&S brings you the A full week's package, 

incentive prize with proved sky-high possibilities. from Chicago -$443°° 
Delta-C&S Millionaire Dream Vacations are tools of sin tniedaiv tue 

amazing effectiveness for making and boosting sales, pro- 

duction and safety goals, igniting sop enthusiasm, intro- Ready = “Sales-munition” 

ducing new products and services with dramatic fanfare. Miami Beach and the Caribbean come colorfully alive in the 


1954 Delta-C&S travel literature, including: 
A big O.K. from U.S. Industry . 


Concentrated sales dynamite! That’s what blue-ribbon | Miami |, @ Gorgeous natural-color 
U.S. companies call Delta~-C&S package vacations—used aca PO rene Se 


: . , Nassau and Caribbean 
as sales incentives. For example, Ford dealers of Chicago 


have awarded 134 Millionaire Dream Vacations to > ay | > @ Posters, 16 mm 


; ‘ lor-sound films, 
introduce the 1954 Ford cars. pr oe 


. > } of tropical-holi- 
Other examples abound in many fields: \\ Qa Se day illustrations. 


@ Insurance companies @ Newspapers 

@ Department stores @ Electrical appliances ‘diy 
@ Breakfast foods @ Radio and TV sets @ Internal Bulletin Forms, 

@ Auto mfrs., dealers, service stns. @ Soft drinks eceete Reetiign. 

@ Tires and batteries @ Footwear 


Call your local Delta-C&S office or 


MAIL HANDY COUPON! 


Delta-C&S Air Lines, Sales Dept., Atlanta Airport, Atlanta, Georgia 
Please send your complete kit on Delta-C&S Millionaire 
Dream Vacations as sales prizes. 


Name and title 
Company 
General Offices: Atlonta, Georgio BIA &4imets Address 
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---for its 


THE WORLD'S PREFERRED 
COGNAC BRANDY 


For o beautifully illustrated book 


on the story of Hennessy, write — 


Schieffelin & Co., Dept. H, 30 Cooper Square, N. Y. 54 


Importers Since 1794 


LOUISVILLE BELONGS 
ON ANY 
SUPPLEMENT SCHEDULE 


DID YOU KNOW ? 


With its 91% coverage, the Louisville 
Courier-Journal Sunday 


average coverage of the A 

newspaper:. in addition, 

or better coverage of 69 counties in Ken- 
tueky and southern Indiana. 


Send for your free copy of a new factuel 
study of newspaper supplements. Write 
te: Promotion Department, The Courier- 
Journal, Lovisville 2, Kentucky. 


* THE LOUISVILLE 


Conrier-Zournal 


SUNDAY MAGAZINE 
Sunday CouriesJournal Circulation 303,- 
238 « Member of by Locally-Edited 
Group « R ly by The 
Bronhom Compony. 


How They Started 


by Barry: $18,000. 


industrial applications. 


Barrymount, a new industrial product, is the direct outgrowth of 
an idea developed by Ervin Pietz while working in the Radiation 
Laboratory, Massachusetts Institute of Technology, Cambridge, Mass., 
in 1943. Pietz had designed a shock isolator for electronic gear used 
on ships. Pietz teamed up in 1943 with Lawrence Barry and Woodrow 
Foss as the L. N. Barry Co. to make the isolators. Capital, advanced 


After World War Il, Barry and Foss sold their stock to Pietz, who, 
together with Vice-President Charles Crede (chief engineer), formed 
The Barry Corp. Gradually, Barry expanded its line to include shock 
and vibration isolators for marine and airplane instruments and for 


chines. They have given us actual ex- 
amples by letter or word-of-mouth on 
the substantial savings they have 
made. 

“2. On the other hand, even near- 
by companies not in defense work 
know little or nothing about our 
products. Sending sales representa- 
tives out “cold” trying to sell them 
Leveling Barrymounts or any other 
products would be difficult to say the 
least. In fact such a method might be 
about the worst way to proceed. 

“3. So... let’s run a ‘feeler’ cam- 
paign to determine what the prospects 
are of arousing quick interest in and 
sales on the new Leveling Barry- 
mounts among industrial concerns un- 
familiar with our products and prog- 
ress. Meanwhile, let’s plan a step by 
step schedule for launching the new 
product and the speeding of produc- 
tion if the ‘feeler’ indications are 
favorable.” 

A mailing piece was sent to nearby 
concerns not familiar with Barry 
products calling attention to the sav- 
ings in money, in time and in other 
ways they could make through mount- 
ing machines with Barrymounts. Re- 
turns of more than 5% indicated 
real interest in the possibilities of 
using such mounts. 

Telephone calls and personal let- 
ters were employed in additional 
cases to get further indications of 
what reactions might be expected in 
launching an expanding marketing 
and production program. The re- 
sponses in most of these cases were 
favorable, too. 

Greatly encouraged, the three ex- 
ecutives shoved off for “Shangri La” 
again. But this time they were ac- 
companied by executives of Dickie- 
Raymond, Inc., Boston and New 
York agency specializing in direct 
mail. 

The two groups came up with a 
Program for introducing the new 


Leveling Barrymounts on a national 
basis. This, however, did not call for 
trying to reach many parts of the 
country simultaneously but for a 
timetable-like schedule of focusing on 
one market area or state after an- 
other. 

Nor did it provide for actual in- 
troduction of the Leveling Barry- 
mounts as the first move in any lo- 
cality. The “sounding out” idea was 
to be applied again. The medium was 
to be an unconventional survey ap- 
proach to test market prospects in 
each territory in advance—to safe- 
guard against extending production 
and sales lines too far, too fast. 

Key piece in the survey was to be 
a thought-provoking questionnaire 
that was not to mention the new 
Leveling Barrymounts by name, but 
was to spotlight the attention of plant 
engineers, plant managers, mainten- 
ance superintendents, agents and 
others on the problems the new prod- 
uct was designed to solve. The three 
chief purposes of survey were: 

1. To get from new prospects de- 
tailed information on the extent of 
their problems with figures on pos- 
sible savings. 

2. To use this information as a 
guide to determine how intensely 
these prospects might be interested in 
a product like the new Leveling 
Barrymount—efore substantially in- 
creasing production. 

3. To utilize the same informa- 
tion later, if it was sufficiently inclu- 
sive, for selling Leveling Barrymounts 
and other products to the same con- 
cerns. 

The questionnaire was sent to plant 
engineers and plant managers, of com- 
panies in the three southern New 
England states, picked as the initial 
testing area. 

10% responded. Most important 
of all, many returned questionnaires 
bore figures indicating the big sums 
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company executives estimated could 
be saved through “a new develop- 
ment” Such as the questionnaire men- 
tioned. 

In some instances long letters ac- 
companied the filled-in questionnaires 
stating that groups of top executives 
had held conferences on the subject 
of saving money through industrial 
“shock absorbers” and wished to act 
further in the matter right away. 

The letters were answered at once 
and in cases where such a request was 
made an engineer or other representa- 
tive of the company called on the 
interested executives. The advantages 
of the “new development”—Leveling 
Barrymounts were explained in de- 
tail and the executives were given 
copies of a new folder telling about 
and illustrating their uses and the ex- 
ceptional results they might be ex- 
pected to bring. The title of the 
folder is ““Look—No Lagging!” 

Those who answered the question- 
naire but did not write an accom- 
panying letter containing additional 
information were sent letters stating 
that in view of the good response the 
company planned to go ahead mar- 
keting a new product—the Leveling 
Barrymount. 


Use Mail This Way? 


At this point the three-man execu- 
tive committee hastened to expand 
production and sales on the new 
product. 

A direct mail campaign starting 
with the questionnaire was scheduled 
to hit the Cleveland area on Septem- 
ber 4, 1953. A similar effort was 
started in Cincinnati on September 
28, in Toledo and Detroit the next 
month and thereafter in Chicago, 
New York, Philadelphia and other 
cities in rapid succession. 

As worked out with Dickie-Ray- 
mond, the enlarged campaign em- 
bodied new follow-up methods to 
speed results. The second mailing 
consisted of a form letter from Vice- 
President Johnson pointing out that 
he wished to send without cost or 
obligation “a folder describing the 
newest and best method of mounting 
and /eveling machine tools.” 

Attached to the letter was a Busi- 
ness Reply Card to be filled out and 
sent in requesting the folder, “Look 
—No Lagging!” On the card was a 
“tear off” portraying the front cover 
of the folder. 

Those who sent in the return card 
—about 10%—received the Leveling 
Barrymount folder by return mail, 
along with a letter from Duncan C. 
Bryan, Barry sales engineer, thanking 
them for their interest, and another 
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INTRODUCING A NEW AND 
COMPLETE LINE OF 


STRATHMOMR 
TRIN PAI TR IRS 


It is logical for Strathmore to add Thin Papers in rounding out 
its Handbook lines and the service which we aim to give to the 
printer and the user of fine papers. Furthermore these lines are 
simply variations of major grades we have had for many years 
—Strathmore Parchment (100% Rag) and Strathmore Bond 
(25% Rag)—lines known and respected everywhere for high 
quality and values. 


STRATHMORE PARCHMENT ONION SKIN 


100% RAG CONTENT 


STRATHMORE BOND ONION SKIN 


25% RAG CONTENT 


STRATHMORE BOND AIR MAIL 


25% RAG CONTENT 


STRATHMORE BOND TRANSMASTER 


25% RAG CONTENT 


Careful research in the Thin Paper field—and the resources 
and papermaking skill of Strathmore—are incorporated in 
these new Thin Papers. You can buy these papers with assur- 
ance that they will give you complete satisfaction and the 
highest values in the market. Thin Papers are available now 
through Strathmore Distributors. Try them. We believe you 
will like them. 


Now a part of the Strathmore Handbook Lines 


and for sale 


by Your Strathmore Distributor 


STRATHMORE PAPER COMPANY* WEST SPRINGFIELD, MASSACHUSETTS 
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BRANIFF © CAPITAL 


at your destination with 


CAR RENTAL SYSTEM! 


“Your car’’ will be waiting for you 
—to save time on local calls... 
give you more time to do business. 
Ask these airline ticket agents, or 
your travel agent, to teletype reser- 
vations to the NATIONAL member 
at your destination. The courtesy, 
service and dependability of 
National Car Rental System make 
it the tops in personal transporta- 
tion. In principal cities, here and 
abroad, NATIONAL members are 
anxious to serve you with clean, 
easy-driving late model cars... 
the best in car rental service! 


. Write TODAY fora 

ia AG: National Courtesy Card to 
, af | ‘ NATIONAL CAR RENTAL 
SYSTEM, INC. 


hington « St. Lovis 3, Mo. 


... will reserve 


YOUR CAR 


NATIONAL 


10% LOWER Advertising / Sales Ratio 
Than in Any Other Market 


On January 18, 1954, John J. Fogarty of ROSS ROY, INC. wrote 
to the Courier-Express as follows: 


“The Anela Company is justifiably proud of its record 
in Buffalo. 


“Your market was the ninth one which the company has 
opened successfully on a market by market formula. 
The sales record in Buffalo shows an advertising/sales 
ratio 10 per cent lower than in any other market. 
“Since Anela — the original fingernail cosmetic — de- 
pended entirely on the COURIER-EXPRESS to tell its 
story to the women of Buffalo, it goes without saying 
that your paper should be given equa. credit with the 
product itself for the success in your market.” 


ROP FULL COLOR AVAILABLE DAILY & SUNDAY 


vy) | 


New York's 
Only Morning and 
Sundoy Newspaper 


COURIER 
EXPRESS 


Buffalo 


REPRESENTATIVES, 
SCOLARO, MEEKER & SCOTT 
Pocific Coast: DOYLE & HAWLEY 


Business Reply Card. The name and 
address of the company’s representa- 
tive in the vicinity was given. 

In the Cleveland area, as was the 
case previously, a large percentage of 
the respondents gave estimates of 
what they thought might be saved in 
their own plants by a product such 
as the Leveling Barrymount. Forti- 
fied with this sales ammunition, Barry 
engineers or sales representatives 
called at many plants and often got 
initial orders. Moreover, they un- 
covered prospects for numerous fol- 
low-up orders. 

The response in Cincinnati was 
similarly good. Steps were taken to 
intensify the campaign. 

Presidents of some of the biggest 
companies queried wrote personal 
letters stating their shock and vibra- 
tion problems and sought help in 
solving them. 


Picked With Purpose 


Simultaneously with the spread of 
the direct mail drive to the Middle 
West, the eastern seaboard and other 
sections, an extensive advertising 
campaign was instituted. It consisted 
of 10-inch by 2-column ads in Busi- 
ness Week and the metal working 
machinery publications, both for the 
makers and users of such machinery. 
The metal working machinery and 
similar publications used include 
American Machinist, Metal Work- 
ing, Modern Machine Shop, Factory 
Management & Maintenance and 
Machine & Tool Blue Book. 

Space salesman of two of the lead- 
ing business publications in the field 
were invited to “Shangri La” by 
President Pietz, and Vice-Presidents 
Johnson and Crede—to discuss this 
type of advertising and to ask what 
publications (in addition to their 
own) they advised using. 

“Believe it or not,” said Johnson, 
“they named their strongest com- 
petitors. And why shouldn’t space 
men for technical or business publica- 
tions be the best source of informa- 
tion on such a subject? They’re as 
close as anybody to it. In fact, they 
told us things that saved us a lot of 
money. They helped us greatly in 
setting up our advertising program. 
Initial results from this advertising 
indicate strongly that we could not 
have gone to a better source.” 

Nor did the planned-ahead efforts 
stop with direct mail and trade adver- 
tising. The Barry committee ap- 
pointed Ruder & Finn Associates, 
New York, to publicize the launching 


of the Leveling Barrymounts. 
The End 
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COMMUNICATIONS CLINIC 


How to Get the “Litter” 
Out of Your Letters 


BY CHARLES BURY 


Too many people think that writ- 
ing a good business letter requires a 
special skill—a gift or knack that is 
bestowed on a favored few, but lack- 
ing in themselves. Hooey! 

A letter is nothing but a substitute 
for what you’d say if you were there 
in person. Why not do just that? 
Just sit down and talk in a warm, 


human, and friendly manner. ‘lhe 
simple words—the conversational 
words that you use in ordinary speech 
—are the words your reader wants. 

When you write “naturally” you'll 
find that you are using shorter words, 
shorter sentences. In fact, the whole 
darn letter will be about half as long 
as it usually is. 


Stiff Way 


If. entirely consistent 
kindly favor us with 
such information you 
may have at your com- 
mand with reference to 
the method of settling 
accounts, etc. 


Permit me to take this 
opportunity to call 
your attention to the 
fact that the address 
which we have in our 
records has been duly 
changed to coincide 
with the new address 
which was received by 
the writer during the 
last part of the month 
of October. 


The information that 
you may favor us with 
be greatly appreciated 
and held in strict con- 
fidence and we beg to 
assure you that it will 
afford us much pleasure 
to reciprocate with 
like service, 


Natural Way 


Could you give us some 
information about Mr. 

who has referred 
us to you as a credit 
reference. 


We have changed your ad- 
dress to the new one you 
gave us. 


Thanks for anything you 
can do, and let me know 
when I can return the 
favor. 


© 1954, Charles Bury, Charles Bury and Associates, Dallas 
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IT’S OFFICIAL — 


New ABC Rating for 
Appleton-Neenah- 
Menasha 

& 


A corporate city 
market of 58,832— 


The 4th market 
in Wisconsin— 


The 199th in 
the Nation. 
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The APPLETON 
Post-CRESCENT 


Appleton - Neenah - Menasha, Wisconsin 


Don’t let YOUR product be a 


"LAST-MINUTE LOSER" 


Save that ; 


Prospects 
WHY TO BUY 
at the critical moment of buying de- 
cision. . . . Save sales too often lost 
through sales-clerk apathy or ignor- 
ance of key selling facts. . . . Put those 
facts in every shopper's hands with an 
eye-pleasing HAYWOOD Sell/fax Tag 
—the most inexpensive sales insur- 
ance you can buy. 
Send us the sales and use facts which 
make buyers want your product... 
we'll suggest a Sellfax Tag idea to fit 
your needs—and we'll send other Tag 
samples and information . . . no obli- 
gation ... write today! 


HAYWOOD ¢TAG | COMPANY 


Lafayette, Ind. 
Represented in Principal Cities 


This New Product Blew Up 


Literally. Prospects offered to try Seymour's new blood 
fish bait. Spoiled samples exploded in their faces. But 
the company, with only a few hundred dollars for promo- 
tion, didn't give up. Now it has a fish—and trapping bait. 


BY DARRELL WARD 


Workers at Seymour Packing Co., 
Topeka, Kan., often “cured out” 
buckets of blood to produce a home- 
made fish bait. The idea seemed to 
have commercial possibilities. Tradi- 
tionally, fishermen are eager to try 
new products. 

“Would a poultry-blood fish bait 
sell?” editors of national sports maga- 
zines, and other authorities who were 
familiar with fishing, were asked. 
Their answer: “Yes—but ...” “So 
far,” they said, “no nationally adver- 
tised product has filled this particular 
niche in the market,” even though 
poultry blood was well-known for its 
luring qualities. Their offer: “Send a 
sample. We'll try it.” 

Seymour shipped cans of coagu- 
lated blood to dozens of people. The 
reeking stuff spoiled on the way and 
promptly blew up in the faces of all 
who had the courage to open the 
bulging cans. Some cans blew up in 
transit. 


They Were Polite 


A few editors were kind enough to 
make a nice reply, explaining how the 
can of blood exploded all over next 
month’s layout of the magazine. But, 
Dale Carnegie himself will never be 
able to help win back many friends 
or influence the people who got a blob 
of putrid poultry blood in the mouth 
when they opened the can. Lesson 
number one: Don’t offer samples of 
your product for testing until you 
know what you have! 

For the next weeks, Seymour tried 
to make graceful apologies and ask 
further questions. Meanwhile, the 
laboratory went to work on a formula 
which wouldn’t “boil.”” This was not 
easy. Blood chemistry is complex. 

Extensive lab work was required. 
Although many different preserva- 
tives might save the blood, they 
would spoil the flavor which attracts 
fish. Advisors insisted that the clots 
of blood must remain “soft enough 


to leak out the flavor under water, 
but tough enough to stay on the 
hook.” 

In late 1951, Dr. A. C. Keith, 
Seymour’s research director, came up 
with what appeared to be a good 
formula. However, one of the pro- 
posed ingredients turned out to be 
illegal in some states. Seymour called 
the fish and game commission of each 
state to learn how far it could go 
with chemical flavors, lures and pre- 
servatives. 

Local tests showed it was success- 
ful enough for fresh water. Florida 
tests indicated excellent salt water 
results. 


Would It Sell? 


All the media ad men were cry- 
ing for space orders. But, Seymour 
was reluctant to allot any specific 
budget, because the program was ex- 
perimental and few people had con- 
fidence in it. It was decided to spend 
“only a few hundred dollars for a 
trial.” 

News releases to editors produced 
moderate, but quick attention. A few 
one column by two-inch ads were 
bought. 

The releases, written in news fash- 
ion, gave prominence to product fea- 
tures only. The news slant was also 
emphasized in advertising. It was a 
“new product,” a “new kind of blood 
bait,” and “new because it attracts 
many varieties of fish.” Later copy 
offered a “new, all-weather type bait 
which requires no refrigeration or 
special handling.” 

A “reading” ad in the St. Louis 
Post-Dispatch carried the headline 
“Seymour Officials Advise Care in 
Using New Blood-Type Bait.” The 
copy pointed out that the bait was so 
effective that fishermen could be car- 
ried away in their enthusiasm and 
exceed the legal limit for their catch. 

It had been anticipated that sales 
would be’around 300 cases of bait per 


month. At the end_of January, 1952, 
before advertisements and announce- 
ments had been published, 225 cases 
had been sold. But, in February, 
when the first announcement 
appeared in The Sporting Goods 
Dealer, total sales had jumped to 897 
cases, 672 for that month, or three 
times as many cases as were sold in 
January. 

At the end of March, total sales 
had reached 1,473 cases; in April, 
2,331; in May, 4,037. There were a 
few days in May when, instead of 
300 cases per month, we were pack- 
ing that many per day. 

The seasonal decline in: June re- 
lieved Seymour of enough pressure to 
get caught up on orders. Then, hot 
weather caused spoilage, and sales 
dropped. The formula was revised. 

Seymour, by letter, offered to re- 
place all inventories with the new 
formula. 

Sales in 1952 at factory value were 


$16,000. 
Behind Acceptance 


Advertising technique alone cannot 
be credited with the success of Sey- 
mour’s bait. There had been no 
nationally advertised product exactly 
like it, so the mere newness of it was 
responsible for much of the response. 

Good public relations played an 
important part. Seymour set up rou- 
tine methods to give quick attention 
to each inquiry, regardless of its 
source. As a pattern began to form 
in the typical questions and answers, 
a dozen form letter paragraphs, 
applicable to different situations were 
prepared. 

The quick handling of hot weather 
spoilage established good customer 
relations. The offer of free replace- 
ment of the old formula by the new, 
without cost to the customer, brought 
dozens of complimentary letters from 
our customers. - 

Some jobbers could hardly believe 
the offer was true. They told Sey- 
mour that they would have dumped 
the product, charged it off to loss, 
and never given the company any 
more business. 

The wisdom of the offer looked 
doubtful at first. Cost reports showed 
Seymour was “losing its shirt,” in 
spite of tremendous profits made 
earlier in the season. 

But the investment was worth- 
while. Seymour upheld its integrity— 
vital for a 50-year old concern. 

What to do with the returned mer- 
chandise was more of a problem than 
planning the new 1953 program. A 
jobber in St. Louis came up with a 
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To 
sell more 
where more 


is sold... 


it’s FIRST 3 FIRST! 


The group with the Sunday Punch 
New York Sunday News 


Coloroto Magazine 
i f R S { Chicago Sunday Tribune 
Magazine 


MARKETS GROUP Philadelphia Sunday Inquirer 
” Mag 


“Today” azine 


Rotogravure - Colorgravure 


To help you sell mvre where more is sold, 
First 3 Markets Group offers you the 
FIRST Sections of the FIRST Newspapers 
of the FIRST 3 Cities of the United States. 
And in these Sections the finest Roto- 
gravure and Colorgravure reproduction 
assures you maximum package and prod- 
uct EYEdentification. 


In the compact, highly profitable metro- 
politan areas of the First 3 Cities, the 
family coverage of General Magazines, 
Syndicated Sunday Supplements, Radio 
and TV thins out. There is no substitute 
for First 3 Markets’ nearly %% coverage 
of all families in these important con- 
centrated, far-above-average markets. To 
make your advertising sell more where 
more is sold...it’s FIRST 3 FIRST. 


New York 17, N. Y. News Building, 220 East 42nd Street, VAnderbilt 6-4894 © Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 ¢ Los Angeles 17. Calif., 1127 Wilshire Boulevard, MIchigan 0259 
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request when it was needed most. He 
suggested that Seymour market a 
good blood-type trapping bait. 

Returned cans of the old formula 
were inspected. Most of it was good, 
considerably shaken up and somewhat 
watery from hot weather handling 
conditions, but not spoiled. The 
majority of the broken bits and pieces 
of coagulated blood were too small 
to stay on a hook, yet they were as 
good as when they were first packed. 

Seymour’s next move was to sal- 
vage all of this good material, drain 
it, reprocess it with essential oils 
which attract fur-bearing animals, 
and pack it in new cans with trapping 
bait labels. The St. Louis jobber 
promptly ordered 1,500 one-pound 
cans. 

Trade announcements, advertise- 
ments, sales literature and promo- 
tional letters soon made this second 
new product known to the company’s 
old customers. Trapping commands 
only a fraction of the interest drawn 
to fishing, but the ‘‘new combination 
of blood plus essential oils” brought 
Seymour its share of the business. 
This, of course, helped to recoup its 
loss on the production of old formula 


‘Buy A MAN’S 
UMBRELLA. 


You Look SILLY, 
CARRYING Your wiFe’S! © 
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fish bait. Fish and trapping bait sales 
in 1953 were about $10,000. 

Early in the program, Seymour 
was confronted with the problem of 
how to distribute its product. Direct 
mail sales? Dealers only? Jobbers? 

The company chose jobbers. Ex- 
ception: dealers not serviced by an 
established jobber. But dealer orders 
were used as a wedge to open up a 
nearby jobber. 


Each inquiry and order was 
promptly transmitted through proper 
channels, sometimes causing a bit 
more effort than just letting them 
slide through the Topeka office. Job- 
bers and dealers expressed approval. 
This made news which was pointed 
up in printed jobber policy bulletins 
and in regular correspondence. 

Consumers reacted favoraby to the 
personalized attention they got from 
a “national manufacturer who refer- 
red them to a nearby dealer.’’ Dealers 
were delighted every time a customer 
came into the shop and reported that 
Seymour had referred them there for 
the bait. Letters and “thank you” 
notes came in from the trade, compli- 
menting the company on its business 
ethics. 

In many lines of business, these 
tactics would have been taken for 
granted. But in the sports trade it is 
customary to see many new bait 
manufacturers appear every year, cat- 
ering to anyone who wants to buy 
the product, selling without regard for 
territorial rights, discounts, or other 
factors. Such manufacturers seem to 
last as long as it takes for word to 
get around. The End 


Start Him RIGHT in 


Only UNITED Vans are Sani- 
tized to protect against germs, 
bacteria, mold, mildew and 
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Pre-Planned Moving Saves 
Salesmen’s Time and — Yours 


Don’t load a Salesman down with moving 


details when you change his territory. UNITED 
VAN LINES’ Pre-Planned moving service re- 


lieves him ...and you... of all the details, all 


the worry. And your people will appreciate 


United’s careful planning ...expert packing 


... Clean, Sanitized vans. 


& 
United VAN LINES, inc. 


MOVING 
OVER 400 AGENTS IN U.S. and CANADA 


Headquarters — ST. LOUIS 17, MISSOURI 


WITH CARE EVERYWHERE 
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Patience, Persistence, Foresight 


You can't hurry a municipal purchase so gear your sales 


plan and your salesmen's calls to demonstrations and delays. 


BY JEROME SHOENFELD °* Washington Editor 


Even though you have enough to 
do right now without taking on town 
councils or county boards, it may be 
sensible to look into such business. 
Sales come hard, but the market’s 
big: more than $11 billion in 1952 
exclusive of almost $7 billion con- 
struction. More important, it will 
grow. Government still will be buy- 
ing when and if ordinary customers 
tighten up—perhaps with Federal 
money should business priming be 
needed. 

Local governments buy virtually 
everything: tooth-paste, paper-cups, 
appliances, fruit juice, meat, autos 
and hay-for-horses. 

A few quick generalizations: 


1. Sales time, from first approach 
to cashing the check, can vary from 
weeks to years. It’s least on products 
that are common, simple, inexpensive. 


2. Number of contacts required 
per sale varies just as it does when 
you sell to families or to companies. 
But in Government the number is 
usually greater: there may be scores 
who can spike your sale. 


3. Spotting the key man is an art 
your salesman must develop. The one 
who signs the contract may have as 
much actual authority as a_hen- 
pecked husband signing a real estate 


deed. But official information is avail- 
able. For states, you can buy or get 
from the library, ““Book of the States” 
and for subordinate governments, 
“Municipal Year Book.’ Both are 
published at $10, the former by Coun- 
cil of State Governments and the lat- 
ter by International City Managers 
Association. The joint address is 1313 
East 60th Street, Chicago, 37. 


4. Requests for bids are not assem- 
bled in advance by any single source. 
You learn by looking. Most buying, 
at least in form, is by sealed bid. 


5. Performance bonds are demand- 
ed almost universally, especially 
where delivery schedules are impor- 
tant. Some governments want de- 
posit bonds as you file your bid, but 
this practice is dying out. Whether 
either is required on your product 
will be stated in the invitation to bid. 
If there is no bidding, the purchasing 
officer will tell your salesman. 


6. When you sell to a government, 
you can't control the date your offer 
must be accepted, say by offering a 
price inducement. 


7. Local manufacturers 
ferred. 


are pre- 


8. Gifts and expensive entertain- 


ment scare off the people you're woo- 
ing. Sooner or later, exceptions are 
investigated. 


9. The red-tape you must follow is 
explained in manuals, published by 
most larger governments and many 
smaller ones under titles like: “How 
to Sell to Blank County.” If there’s 
a purchasing officer, ask him for it; 
otherwise, write to the head man: 
governor, county manager, mayor. 

If yours is a common product that 
competes only in price, you sell it 
simply by underbidding. It’s a mat- 
ter, usually, of getting your name on 
the list of suppliers and then follow- 
ing the rules, whatever they are. 
Curiously, companies with dozens of 
products make the same mistake: they 
neglect to mention them all when 
they ask to be listed, perhaps because 
it’s specialized salesmen or depart- 
mental sales managers who apply. 
Put down everything —or almost 
everything—your company has. 

Very likely, your product possesses 
some virtue which differentiates it 
from the common run. Listing isn’t 
selling it. The great points at the 
start are finding leads and, when 
you've found them, spotting and in- 
terviewing the key buyers, plus those 
who possess some kind of veto power. 

One source of leads.is, construc- 
tion. As and after a building goes up, 
there’s a bulge in purchasing. A po- 
lice station may ‘need, not only furni- 
ture and office files, but a soft-drink 
machine; a new school may want 
synchronized alarm clocks for fire 
drills and lunch, kitchen-ware, power 
tools; a fire-house may be incom- 
plete without a freezer. Whatever 
the building, it needs products those 
in charge didn’t think of. Your sales- 
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“This is the kind we have in the Growing Greensboro Market!” 


Sales Managemenc Figures 


DOLL FACTORY 


man guards them against such over- 
sights. 

Whom do you talk to? That de- 
pends on what you’re selling. Archi- 
tects and engineers specify what’s 
built in. Removables may be ordered 
either by the people who'll use it or 
by the purchasing officer. You must 
find out which and, in either case, 
talk to both. 

Though the purchasing officer 
doesn’t always decide, he has a lot to 
say. He must be cultivated, which 
requires knowing what he’s like. Fif- 
teen years ago, the title “purchasing 
officer” or “purchasing agent” re- 
ferred to an order-clerk, who checked 
requisitions to insure that signatures 
weren’t misplaced, counted carbons. 
In war, governments needed men who 
could locate suppliers. They placed 
purchasing officers in charge of cen- 
tral buying offices. 

His influence may be tremendous. 
It was the purchasing officer for the 
Chicago Board of Education, Robert 
E. Ohlzen, who switched the school 
cafeterias to frozen meat to be 
stocked in rented deep-freeze space. 
It had irritated him that on a single 
day different prices were being paid 
for fresh meat, that each cafeteria 
manager made up her own order so 
that menus, to use his word, couldn’t 
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FIGURES ARE MORE REALISTIC in the Greens- 
boro ABC Retail Trading Area where 1/5 of North 


Carolina’s $3-billion retail sales are made by 1/6 of 
the state’s 4-million people. Store purchases in the 
Growing Greensboro Market last year exceeded 
$600-million, up $35-million- from 1952; an in- 


crease of $78-million over 1951. . 


. That’s the 


kind of realistic dollar-volume growth you buy, 
when you schedule the Growing Greensboro Market 
with the 100,000-plus daily. salesmen of the 
GREENSBORO NEWS and RECORD.... 


The only medium with dominant coverage in the 
Growing Greensboro ABC Market, and with 
selling influence in over half of North Carolina! 


Greensboro 


News and Kecord 
GREENSBORO, NORTH CAROLINA 
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Represented Nationally by Jann & Kelley, Inc. 


be “standardized.” 

When you're selling something new 
to the community, favor by both 
users and the purchasing agent is re- 
quired. If it’s a new type swing for 
the school playground, the board of 
education buyer may consult not only 
the principal but the chairman of a 
PTA committee. The town council 
and the chamber of commerce offer 
aesthetic criticisms of “No Parking” 
signs. There are scores of people, 
vaguely connected with the govern- 
ment, who may throw in objections 
just to show that they’re thoughtful. 

Sometimes, if rarely, a salesman 
finds himself pushed into politics. 


Entertainment and Gifts 


There’s always the question of en- 
tertainment and gifts. The party out 
of power looks so searchingly for 
graft and corruption that government 
buyers may refuse even a “light.” 

Your best chance is in your own 
city, county, state. A government 
buys whatever it can at home. Sta- 
tutes often require it. Sometimes, 
they exempt from state income taxes 
the profits on sales to local govern- 
ments, so that a resident company 
can bid lowest. As you would expect, 


it’s the elected officials who care most 
about keeping the business at home. 
When a buying agent crosses the 
border line in order to fetch a lower 
price, the affronted local company 
complains to an elected official. Buy- 
ing agents detest such pressure. 

If your product costs thousands or 
hundreds of thousands, you must go 
beyond both users and buying agents. 
There will be a matter of financing 
it. You'll have to talk to the con- 
troller, budget officer, perhaps the - 
board of estimate. Since what you’re 
selling can’t be paid out of the an- 
nual budget, you'll have to set up 
some kind of instalment schedule. 

Government suppliers advertise. 
Governmental, like company, agents 
are often readers of Purchasing, pub- 
lished by Conover-Mast. American 
City, in which you find the advertise- 
ments of the great industrial com- 
panies, deals with long term planning 
and is read, among others, by city 
and county managers. There are 
scores of publications, like Water & 
Sewage Works, devoted to specialized 
fields in which governments operate. 

Finally, there’s the National Insti- 
tute of Governmental Purchasing, 
Washington, D.C., half professional 
society, half trade association. 

The End 
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Summer Slump ? 


People buy more in Summer 
than in most 


other months of the year! 


Away on vacation? Heck, no! You can find 94% 
of the people at home at any time during June, July 
and August*—still shopping at a fast rate. Still reading 
newspapers. Still buying the things they read about! 

As the famous retailer Bernard Gimbel said re- 
cently: “There is no excuse for reduced sales effort. 
The business is there if we go after it—all summer long.” 

*Based on studies by Curtis Publishing Co. and NBC. 


1953 Retail Sales 
$171 Billion 


Percentages show how 
much of this total is ab- 
sorbed by each month of 
the year. Only 3 other 
months outrank June, July, 
August. 


25.3% of year 
($43 Billion) 


SUMMER MONTHS get their full share of year’s business — 
and more besides! 25.3%. (Source: Dept. of Commerce) 


Heck, no! He’s been shopping 
with his wife! 


Sales are as hot as the weather! 


People spend more money on merchandise in June, 
July and August than in most other months — as the 
chart shows. 


Are you taking advantage of this? 


Business leaders are capitalizing on this! 


Mr. Gimbel says: “We're 
going after summer busi- 
ness because we feel that 
there are too many valleys 
between the peaks that 
have no reason tobe there.” 


And he adds that sum- 
mer business is “the most 
neglected, the most under- 
promoted area in our whole 
merchandising system.” 

Are you planning spe- 
cial summer promotion? es. sae 


And they’re using newspapers! 


They know there’s no summer replacement for the 
newspaper. People buy and read newspapers avidly 
all summer long! 


If you haven’t made big summer promotion and 
advertising plans, start now. 


This message prepared by Bureau of Advertising, American Newspaper Publishers Association, and published by . . . 
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Che Hamilton Spertator 
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SALES APPLICATIONS OF THE SURVEY OF BUYING POWER —No. 2 in a Series 


When You—and Your Dealers— 
Underestimate Sales Potential 


Each year Johnson & Johnson probes for the true potential 
in its territories and shows the figures to dealers. Small 
as well as large companies can obtain the same data at the 


same cost from the Survey of Buying Power, issued May 10. 


BY H. M. POOLE, JR. 


Manager, General Line Sales 
Johnson & Johnson, New Brunswick, N. J. 


The Johnson & Johnson general 
line sales organization, like similar 
organizations, is interested in obtain- 
ing a greater share of the current 
market for our products. 

We found out long ago that the 
true market for our type of products 
was a lot higher than the level already 
reached by ourselves and competition. 
Like many other products sold in re- 
tail stores, our line lends itself to im- 
pulse purchases. In two towns of 
comparable size, the one serviced by 
stores that properly display and mer- 
chandise our type of products will 
have a higher volume than the second 
market with equal population and 
buying power, but less merchandising 
know-how. 

SALES MANAGEMENT'S Survey of 
Buying Power data on Effective Buy- 
ing Income and Retail Sales provide 
a good measure of the ultimate mar- 
ket for our products when used in 
conjunction with special surveys of 
our own. 

It is a relatively simple matter to 
accumulate county data from the 
Survey to our territorial areas. When 
these territorial totals are related to 
sales volume, they yield measures 
which we call Sales Per Thousand 
Dollars of Income or Volume. These 
figures are developed and based on 
Effective Buying Income, Drug Store 
Sales and Total Retail Sales. We then 
combine these measures to obtain one 
single index of Sales Per Thousand 
Dollars of Potential. 

This index in itself is influenced, 
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territory by territory, by our share of 
market and the level of sales develop- 
ment for our type of products in the 
market. We have found through sup- 
plementary studies that the index can 
be adjusted to exclude the effect of 
competition. 

Special studies which we have con- 
ducted have given us the industry 
volume for our type of products in 
some of the better developed areas of 
the country. These studies were made 
of markets where the retail outlets 
are merchandising-minded, with mod- 
ern stores and full displays of leading 
lines. Adjusting our measures of Sales 
Per Thousand Dollars of Income to 
an industry level in these markets 
provides us with a means for raising 
the measure to an industry level in all 
territories. 

The resultant measure might be 
described as a comparative level of 
Sales Development in terms of the 
industry volume and the true poten- 
tial available in each sales territory. 

The information contained in the 
Measure of Sales Development of ou: 
various territories is of considerable 
value to our management in decisions 


affecting territory size, coverage, etc. 
The same type of studies carried out 
by product lines yield similar results 
for specific products. However, our 
use of this type of information is not 
limited to home office personnel. 

Each year, shortly after the release 
of the Survey of Buying Power [May 
10] our new measures of sales de- 
velopment of the previous year are 
brought to the attention of all field 
sales personnel. We point out that it 
is not merely enough to have our fair 
share of the industry volume in a 
territory when the Measure of Sales 
Development indicates that a far 
larger sales potential can be accom- 
plished through the proper display 
and, merchandising of our products 
in the retail outlets throughout the 
territory. 

Johnson & Johnson, the leader in 
the surgical dressings and baby prod- 
ucts business, long ago realized that 
it had a responsibility to the retailers 
of America, not only to provide them 
with the finest quality of products ob- 
tainable, but to help them sell that 
merchandise to the consumer. We are 
fulfilling this responsibility by making 
available to the trade information 
about better selling methods, display 
techniques and store modernization 
programs. The use of our Measure 
of Sales Development, properly com- 
municated to our field forces, justifies 
this larger program of better mer- 
chandising at the retail level. When 
we can show our salesmen that the 
true potential of our type of products 
for his retail customers is often well 
above the level of current business, we 
provide him with the means and 
proper incentive for converting all of 
his accounts into modern merchandis- 
ing stores. The result benefits both 
ourselves and our customers. The End 


EDITOR'S WELCOME: Each subscriber now has received the newest 
Survey of Buying Power, issued May 10. Look to this year’s Survey, 
the 25th annual edition, for data to help solve your marketing problems. 
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how are your chances of being around in 1999? 


Answer: “Excellent”—And getting better all the time. 
During the first half of this century, medical science 
has added 15 years to everyone’s life expectancy. 

In the next half century, medical miracles 
undreamed of even today are sure to become 
realities, if... and the “if” is a big one. 


The very basis of all health and medical research, 
the foundation without which no hospital or health 
agency can operate, is imperiled. That foundation is 
the country’s compact network of 79 medical schools. 


The threat is real and immediate ...the production 
line of well-trained doctors is seriously endangered. 
Lack of operating funds has reduced 

teaching time by 7%, created vacancies in 

one out of every 20 full-time teaching positions, 
caused three private medical schools to become state 
institutions within the past three years . . . and all of 
this at a time when demands of our expanding 
population and rapid scientific advances require the 
highest in teaching standards, and larger enrollments. 


Hundreds of firms in industry have recognized this 
threat in its fullest implication. The contributions 
they are making to the National Fund constitute one 
of private enterprise’s major services to the nation. 
At the same time these contributions serve as 
safeguards for their investments in family, 
community and employee health. Get full details on 
the crisis that faces medical education, and learn 
how you can help solve it. 


NATIONAL FUND FOR MEDICAL EDUCATIO 


1954 


FACTS YOU SHOULD KNOW 
ABOUT MEDICAL EDUCATION 


e There are only 79 accredited medical 
schools in the United States. 

e They train 82,000 undergraduates. 
specialists and technicians and gradu- 
ate 6,500 doctors annually. 

e It costs from $10,000 to $12,000 to 
train a doctor today. 

e Tuition fees, raised 84% over 1940, 
cover less than 20% of the cost. 

e In the past decade medical teaching 
budgets have risen 143%; administra- 
tion and plant operation 150%. 

e The medical schools need $10,000,000 
annually in additional income to main- 
tain present standards and train the 
necessary number of doctors required 
for America’s growing population. 

e ALL 79 medical schools can be aided 
by a single gift to the National Fund 
for Medical Education. 

e Contributions are distributed through 
annual grants according to a schedule 
approved by the medical schools. 

e The National Fund is a voluntary, 
non-profit organization approved and 
supported by the American Medical 
Association and the Association of 
American Medical Colleges. 


For complete facts on the crisis facing 
medical education write to 


The National Fund for Medical Education, 
2 West 46 Street, New York 36, New York 
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Executive Manpower 


(continued from page 37) 


About the Author 


If necessary, 37-year-old Dick Fitzpatrick probably could fly for 
American: His job, as district sales manager in San Francisco — 
covering northern California, Washington, Oregon, British Columbia 
and Alaska — keeps his feet on the ground. But during the war he 
spent five years as a Naval pilot .. . Dick joined American in ’37, 
except for his war service has been with them since. Started as a 
sales representative, worked through a district managership for pas- 
senger sales, a sales managership in Phoenix. A versatile guy, he 
wrote, produced, did three TV shows a week for 18 months while in 
the Arizona post. Also originated the Porch Light Campaign for the 
Mother’s March on Polio, National Foundation of Infantile Paralysis. 
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tential employe interviewed by a 
minimum of three of our supervisory 
or management people. It is under- 
stood, let me emphasize, that such 
interviews and the opinions expressed 
as a result of the contacts are solely 
informational and for the purpose of 
supplying objective views for the per- 
son directly responsible for hiring. 
While these opinions may prove a 
determining factor in the final choice, 
they must never be construed as limit- 
ing or binding the man who does the 
hiring. Any other approach would 
suggest that lip service only was being 
given to good management practices. 

An effective indoctrination program 
is as essential to the goal we have in 
mind as a firm’s employment prac- 
tices. It is here that an employe is 
given confidence in and respect for 
the company and the organization 
immediately in charge of his activities, 
and imbued with enthusiasm for his 


work and prospects. We realize that 
we must have a set of standards to 
which candidates for management 
must measure up. 

An employe who fails to measure 
up to the set of standards should be 
given additional help and training. 
But if it is determined that the em- 
ploye cannot meet the standards with 
the additional training, that employe 
must step aside to provide an oppor- 
tunity for other qualified men. 

Management men are not a spe- 
cial breed. Qualifications for execu- 
tive responsibility exist in men of all 
temperaments, backgrounds, experi- 
ence. We have found that among 
those employes who meet and surpass 
our set of standards are men who 
demonstrate varying degrees of ability, 
competence, and performance. It is 
precisely here that our responsibility 
for the development of these indi- 
viduals comes into sharper focus. We 
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handle the development phase in this 
way: 

First, our salesmen are impressed 
with the aims and objectives upon 
which their outside call activity pro- 
gram is based. Next, they receive ex- 
tensive training in the finest sales 
training pattern that we have been 
able to devise. It is one tailored to 
Jack Lacy’s principles of selling, but 
built by American Airlines’ personnel 
and based, in every instance, on the 
products with which the salesman will 
work and the type of sales problems 
that he will meet. The salesman is 
engaged in this program for a period 
of almost six months, with one-hour 
training sessions held twice a week. 
Training is on company time. 

Our salesmen are designated mem- 
bers of management and are held re- 
sponsible for managing the territory 
to which they are assigned. Our pro- 
grams are built and revised on the 
basis of their experience and recom- 
mendations. The coverage of their 
accounts is a matter of planning and 
experience, as reviewed with staff 
supervisors. Salesmen’s expenses are a 
matter of their own judgment within 
the limits of total expenses agreed 
upon for their territories in budget 
discussions. 


$42 Per Day 


Each salesman knows that it costs 
our company $42 in direct costs for 
each of his working days. They know 
that the best possible planning, 
travel time, waiting, detail work and 
correspondence will result in their 
spending an average of only 33% of 
their total time in face-to-face selling 
with prospects. They know that they 
will average 20 to 25 minutes in each 
selling call. 

Our salesmen sell today at what 
we term “policy level.” We rely on 
our advertising and volume merchan- 
dising techniques to reach individual 
ticket buyers, while our salesmen con- 
centrate on sources that control vol- 
ume travel. 

If, for example, American seeks to 
persuade buyers in a department store 
to travel by air and to fly American: 
A salesman might spend a year’s time 
selling the 10 to 12 buyers in that 
* store, or a portion of them, on making 
their five and six annual trips be- 
tween the coast and New York by 
flying American. But one salesman 
sold the store management first on a 
“policy” of air travel and then on 
American’s services. In meetings with 
top management of the store, he illus- 
trated the many hours and days of 


MAY 20, 1954 


“GENERAL AUTO” 
CUTS FLEET 


Brand New 1954 Fords, 
Plymouths, Chevrolets 
FLEETS OF 25 to 1,000 CARS 
FOR IMMEDIATE DELIVERY (Based on ¢U™” COStS 


* ° Ave 
Cost figures prove that “General Auto’ fleet Mile rage 2 000 
rental plans cost less than company-owned or sintacd Year) - 
salesman-owned cars. And — there's no capital 
tied up in frozen assets — entire cost is tax 
deductible. 

All plans include i diate repli t in case 
of fire, theft or serious damage; new cars every 
12 months. Special plans prepared to meet indi- 
vidual needs. 

Serving America’s Leading Firms: 


e U.S. Steel ¢ Gunnison Homes 
© Tennessee Coal e DuPont MONTHLY 
& Iron Co. © RCA-Victor Corp. RENTAL 6 
. 
- 


¢@ Universal Atlas Factory Ins. Ass‘n. 
Cement Markel Service, Inc. PLAN 


HIGHEST PRICES PAID FOR PRESENT CARS 


Write- Phone- Wine 


GENERAL AUTO “ON A SS 


HAROLD B. ROBINSON © Livingston 8-5000 
6610 N. BROAD STREET, PHILADELPHIA 26, PA. 


BOOST SALES 


with AIRVENTURE’ 
INCENTIVES 


to glamorous 
vacation spots 


Here's a sure lure to bring out extra efforts 

by your sales force. Salesmen really go to 

work when the prize is an all-expense vacation by 
air. . . and their wives back them up, too! 


Airventures are available in varying durations 
and fares, to fit any plan. They include 
Hawaii, Alaska, the Orient, National Parks, 
Canadian Rockies, Dude Ranches, New York, 
Washington, D. C., Around the World. 


For a free brochure showing how to 
promote your sales contest, call your 
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; Sales Incentive Dept. 
nearest Northwest office or mail coupon. NORTHWEST ORIENT AIRLINES 
1885 University Avenue, St. Pau! 1, Minn. 


Please send me without obligation your 
brochure entitled “ Airventure Incentives.”’ 


NORTHWEST 
Onient AURLINES jf ciy zone store 


i 
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valuable buyers’ time that could be 
saved by establishing a policy of air 
travel. He related this time saving to 
the importance the store placed on the 
greater part of a buyer’s time spent 
on the floor talking to customers. He 
projected the eight days, five or six 
times a year per buyer, being spent 
in surface transportation. He proved 
that a policy of air transportation 
could literally pay the salary of an 
additional buyer for the store. 

This salesman was able to make 
his point with the store’s top manage- 
ment. Result: an account that runs 


For 3 months in a row 


$5,000 to $6,000 per month in buyer, 
executive and incidental travel with 
American Airlines. 

We provide our salesmen with a 
“Time Analysis” covering each phase 
of their work. It has only general ap- 
plication in comparing one salesman’s 
performance with another’s because 
the territories and problems differ. 
But at this stage of the salesman’s 
work toward a managerial goal, he is 
helped by a detailed exposure to the 
value of time and planning and given 
an opportunity to practice what he 
learns. 


——) Soars to an all-time circulation high! 


284,929 Sunday and 244, 295 Daily for the 6 months ending March 3), 1954 


JOHN S. KNIGHT, Publisher 


STORY, BROOKS & FINLEY, National Representatives 


4 


Affiliated Stations — WQAM, WQAM-FM 


7 The Miami Herald Alone Delivers the Greater Miami Market! 


Our sales meetings are used for 
management development. Every 
other weekly meeting is conducted by 
one of our salesmen. He is required 
to develop a theme for the meeting, 
in line with our program. He must 
organize his presentation, review it 
with a staff manager, and take full 
charge of the meeting. In this phase 
lies an opportunity for the salesman 
to learn through teaching others, to 
gain experience in planning and con- 
ducting a meeting and, not least in 
importance, to develop confidence in 
himself. 

In addition to the salesman’s learn- 
ing through his own meetings, we 
schedule quarterly one of the alter- 
nate weekly meetings, conducted by 
myself or a staff manager, as a man- 
agement training meeting. These are 
devoted to the responsibilities of man- 
agement that will confront our sales- 
men when they assume management 
positions in which they will direct 
programs for others. For example, 
our last meeting of this nature was 
based on the principles, practices and 
economics of advertising; the purpose 
and effectiveness of various media and 
a review of American’s advertising 
program as related to these points. In 
the next quarter our meeting will 
cover the principles and preparation 
of quarterly and annual budgets; 
budget application as related to de- 
partments and a review of past budget 
experiences. In these meetings our 
salesmen have an opportunity to gain 
a basic understanding of management 
phases which one day will be their 
responsibility. 


Manpower Inventory 


We have found it essential to main- 
tain a current inventory of the abil- 
ities of our personnel and _ their 
progress. This is done in six-month 
reviews for our new salesmen and in 
annual reviews for senior salesmen. 
Our forms are devised to give the 
company and the salesman a detailed 
summary of his capabilities, his 
progress and any weak points that 
need work. We require that these 
ratings be formulated by two per- 
sons. One must be the salesman’s im- 
mediate supervisor. The other is the 
salesman himself. These two indi- 
viduals sit in discussion, with no pre- 
formed conclusions, and evaluate the 
salesman. It’s a revealing practice. 

Strangely enough, with the objec- 
tive data before them, we consistently 
find that our salesmen are more criti- 
cal of themselves than their super- 
visors are. The ratings mutually 
agreed on are then reviewed with me, 
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as district sales manager, so that the 
salesman may participate in the dis- 
cussion of further training or work 
needed for his advancement. The 
salesman receives a copy of the re- 
port, a copy goes in our personnel 
file under his name, and a third copy 
is forwarded to the regional vice- 
president so that he may be kept 
posted of the potential within our 
organization. 

On the basis of these reviews, plus 
a man’s accomplishments and growth, 
we select those individuals whom we 
believe are well trained and qualified 
for managerial jobs. We place them 
in a “Managerial Candidates Pool” 
category. 


How We Find Men 


American Airlines’ sales depart- 
ment operates under five regional 
vice-presidents. When a managerial 
opening occurs in one of these re- 
gions, the regional vice-president ad- 
vises the other four regions of the 
opening and asks for recommendations 
from their Managerial Candidates 
Pool. These recommendations are 
forwarded to the individual responsi- 
ble for filling the opening and he 
determines from the reports and rec- 
ommendations which candidates he 
desires to interview for the opening. 

All selections are based on opinions 
formed in personal interviews and 
trom personnel files containing the 
evaluation reports. Every candidate 
has an opportunity for consideration 
by his regional vice-president and 
others responsible for his progress. 
American Airlines benefits through a 
multiple: choice of qualified candi- 
dates, as opposed to some firms that 
believe they lack a reserve of talent 
and capability. 

What can we expect of candidates 
we place in the first echelon of man- 
agerial jobs? First, we expect them to 
make mistakes. Common sense and 
previous background and _ training 
will prevent their making serious mis- 
takes. But it is through simple mis- 
takes that any individual really 
learns and matures. Efforts to pre- 
vent mistakes by holding a rein on 
authority create the danger that a 
good potential manager may be re- 
tarded in his development. They also 
serve to weaken an_ organization. 
The freedom to make mistakes and 
learn by them is a part of executive 
development. 

On the plus side, we expect a can- 
didate through ability and past ex- 
perience to be able to make 85% of 
the decisions confronting him prompt- 
ly and confidently. Another 10% of 
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the decisions he faces we hope he will 
be able to resolve through reasoning 
he has developed in past training. The 
remaining 5% of his decisions are 
those that he may want to seek coun- 
sel on—after he has reasoned out his 
proposed answer. 

At this stage of his development 
we expect our managerial candidate 
to have the ability to accept and ex- 
ercise authority. This may sound 
strange, but I have known men who 
willingly accepted responsibility but 
who were incapable of accepting and 
exercising authority. Here is a test of 
managerial fiber. 


Finally, since the candidate was 
selected not for his accomplishments 
alone but for his knowledge of how 
he obtained his results, we can ex- 
pect him to have the ability to teach 
and lead others. 

One of the most important man- 
agement responsibilities—with respect 
to the development of men for execu- 
tive posts—is equitable compensation. 
The economics of any business will 
enable us to arrive at salary ranges 
for each activity within its organiza- 
tion, just as the nature of the duties 
and their results will determine the 
details of compensation. In our or- 
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Consumer , Analysis Survey. 


(All interviews in connection with 


this Consumer Analysis were conducted between Jan. 4, 1954, and 
Jan. 15, 1954.) It tells you the brand preferences and buying 
habits of the 404,000 persons who make the Dispatch-Pioneer 
Press their buying guide. Contact your Ridder-Johns representa- 
tive or write Consumer Analysis, Dept. D. 


DISPATCH 


Representatives 
RIDDER-JOHNS, INC. 


a @#;+:;oeoete wtwsrareEee 


New York—Chicago—Detroit 


PIONEER PRESS 


Los Angeles—San Francisco 
St. Paul—Minneapolis 


with handsome 


PAPER-MATE 


Desk Sets 


‘PAPER-MATE 


Custom 


Modern design, streamlined 
base, unique “jet swivel” 
pen holder! Beautifully 
gift-packaged, 
unconditionally guaranteed! 


Firm-name or sales message here. Engraved on a gold plate 
or hot-stamped in gold. Best-looking, practical business- 


getter for customers, prospects, friends! 


Newest member of the Paper-Mate 
friend-making, business-getting 
pen family! Priced for 

modest budgets, has 24” 

chain for banks, hotels, 

counters. Base will adhere 

to any smooth surface! 


Your company name 
Unconditionally guaranteed. Gift-boxed. 


imprinted here. 


Write today for quantity prices! 


ADVERTISING SPECIALTIES DIVISION 

PAPER-MATE EASTERN, INC. 752 Broadway, New York, N. Y. 
PAPER-MATE COMPANY 8790 Hays Street, Culver City, Cal. 
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ganization, we pay a straight salary 
and all necessary expenses. The 
trainées or junior salesmen are 
started at a rate comparable to, or 
somewhat higher than, national rates 
for comparable work. 

It is my conviction that no em- 
ploye should find it necessary to ask 
for an increase in salary. The increase 
should have been given by manage- 
ment, or the employe should have 
been told why his performance did 
not merit an increase. 


Factors for Promotion 


Experience with this system has 
proved it to be one which maintains 
a clear-cut understanding between 
manager and salesman on what fac- 
tors determine advancement in com- 
pensation (or retard it). It makes 
for mutual confidence. The sales or- 
ganization of our district takes in a 
total of 70 outside and inside sales 
employes. Of these, nine outside sales- 
men and four staff managers are the 
ones whose development we have 
dealt with in this analysis of manage- 
ment development. 

What do we see as the gains from 
American’s program? 

1. We have few problems in plac- 
ing qualified, trained persons in any 
echelon of management. We have the 
reserve in our American Airlines 
Managerial Pools. Managers in the 
various districts and regions have all 
of the pools to draw on and choose 
from, for the program is basically 
standard throughout the system. 

2. Morale is high. The company 
as a whole and our local organization 
in particular enjoy the benefits that 
come when each man is confident that 
the company has a complete appraisal 


_ of his abilities—an appraisal in which 


he participated —and that this ap- 


| praisal will be used towards effecting 
| his progress. 


3. Turnover is reduced to the 


| minimum. In our outside sales force I 
| can count on one hand the men we 


have lost in the past 10 years through 


““ob-jumping.” 


4. Our sales program is made more 


| vital and dynamic because of the cre- 
| ative thinking of all who are con- 
| cerned with it. The meetings con- 
| ducted by our salesmen, for example, 


produce a number of useful ideas. 
(ou can watch the men grow in sta- 
ture and self-confidence. 

5. Gross sales have shown gratify- 


| ing growth: for 1951, $162,970,707 ; 


1952, $187,344,514; 1953, $208,- 
305,856. There is every indication 


| that those for the current year will 
| exceed the high level of 1953. 


The End 
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EXECUTIVE SHIFTS 
IN THE SALES WORLD 


Aeroil Products Co., Inc. . . . 
Joseph Halperin to v-p; general 
manager of the company since Janu- 


ary, 1953. 


American Airlines, Inc. . . . 

James H. Cobb to director of ad- 
vertising; was v-p advertising and 
public relations, Delta and C&S Air 


Lines. 


American Machine & Foundry Co.... 
Rodney C. Gott, director and v-p, 
to executive v-p. 


American Newspaper Publishers 
AMR o-0-9 

Joyce A. Swan, v-p and general 
manager Minneapolis Star and Trib- 
une, new chairman of the board of 
the Bureau of Advertising. 


Canada Dry Ginger Ale, Inc. . . . 
Ralph O. Nims to v-p and general 
sales manager for company-owned 
carbonated beverage operations in the 
U.S.; Wilbur M. Collins to presi- 
dent of both the Canadian subsidiary 
and Canada Dry International, Inc. 


Chicago Sun-Times . . . 


Kenneth T. Carlson to eastern ad- 
vertising manager. 


City Auto Stamping Co... . 
William D. Hahn to president. 


Colgate-Palmolive Co... . 

Robert E. Hilbrant to v-p toilet 
articles divisidn ; Marshall S. Lachner 
to v-p soap sales division. 


Congoleum-Nairn, Inc. . . . 
William J. O’Hara to general sales 

manager, from national field sales 

manager, Gold Seal Division. 


Dana Corp. ... 

D. D. Robertson to director of 
sales from general sales manager; 
Charles C. Dybvig to general sales 
manager. 


Diebold, Inc. . . . 

George B. Young to advertising 
manager from asst. advertising man- 
ager. 


Dixie Cup Co... . 
A. G. Malone to national field 
sales manager for the eastern regions 


of the U.S. 


Emerson Radio and Phonograph 
Corp. ... 

Edward C. Bonia to manager of 
dealer relations. 
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General Aniline & Film Corp. . . . 
John Hilldring to executive v-p; 
was elected senior v-p in June, 1953. 


R. Hoe & Co., Inc. . . . 
Walter C. Cooper to sales man- 
ager. 


Hoffman Beverage Co. .. . 
Walter Hartig to advertising man- 
ager. 


lig Electric Ventilating Co. . . . 
Joseph J. Friedler, Jr. to v-p in 
charge of sales. 


International Harvester Co... . 
Charles D. Roice to director of 
foreign operations. 


The International Silver Co. . . . 
Craig D. Munson new v-p for 
sales. 


The Maytag Company. . . 
Claire G. Ely to general sales man- 
ager. 


McCormick & Co., Inc. . . . 

Edward T. Ellis to sales manager 
in charge of tea sales, from director 
of human relations. 


Mead Johnson and Co... . 
Dr. A. Thornton Steele to market 
research director. 


Olin Industries, Inc. . . . 
Nelson B. Sherrill to sales man- 
ager, electrical division. 


Oneida Ltd... . 
Richard A. Bloom to v-p and gen- 
eral sales manager. 


Owens-Corning Fiberglas Corp. . . . 
Edward J. Detgen and William 
M. Keller to v-p’s. 


Pennsylvania Salt Mfg. Co. . . . 
William P. Drake to president, 
new Industrial Chemicals Division. 


Piel Bros. and Piel’s, Inc. . . . 

Robert G. Moberly and Edmund 
W. Velten new assistants to the 
president. 


H. K. Porter Co., Inc. . . . 
R. F. Allen to v-p; will be in 
charge of the Buffalo Steel Division. 


The Studebaker Corp. . . . 

C. K. Whittaker to an executive 
v-p; he will continue to be in charge 
of all domestic sales. 


Vitamin Corp. of America . . . 
Martin Himmel to advertising di- 
rector. 


WCBS-TV ... 


Frank Sheakespeare, Jr. to general 
sales manager. 


Why Not 
Get It Off 
Your Mind ? 


Tackling the problem of this 
year's business gift now will 
assure you a better selection 
—a more desirable, more pop- 
ular gift. 


Let SALES MANAGEMENT help 
you. We offer, without cost, 
a consultation service that 
already has helped dozens of 
companies solve their 1954 
business gift problems. 


Just tell us, please, number of 
names on your list. How much 
you want to pay per gift. 
What you used last year (with 
brand name). Whether you 
give for personal, family or 
office use. 


Address: 


R. E. Smallwood 
Business Gift Buyers’ Wants Department 
SALES MANAGEMENT, 
386 Fourth Avenue, 

New York 16, N. Y. 


An Orange Is News 


Down here in Central Florida at 
least one newspaper prints as much 
news about oranges as it does about 
baseball. 


Why not? Almost everybody in 
Central Florida owns an orange grove, 
works in a packing house, fertilizer or 
canning plant. 


So we romance the news of oranges 
with daily expert coverage and even 
tell the growers not to sell when we 
know the price is unusually low. We 
have just called the turn this year, 
predicting a prosperous market and 
made many an orange-grower rich. 


Orlando Sentinel-Star 


Orlando, Florida 
Nat. Rep. Burke, Kuipers & Mahoney 


His’. 
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READERS’ SERVICE 
CAN FURNISH 
THESE REPRINTS 


PLEASE SEND REMITTANCE with order 
to Readers’ Service Bureau, SALES MAN- 
AGEMENT, 386 Fourth Ave., New York 16, 
N.Y. 


REPRINTS 


292—Are You Really a Sales Execu- 
tive? by Bernard Davis. (Price 5c) 


291— “Management Market” Means 
Billions More Business, by Lawrence M. 
Hughes. (Price 25c) 


290—Sales Executive’s Job Grows Big- 
ger ... But He Isn't Paid Proportion- 
ately, by Lawrence M. Hughes. (Price 
35c) 


289—Muddled . . . Misused . . . Mis- 
understood . . . That’s Sales Promotion! 
by William R. Kelly. (Price 25c) 


288—Well, What JS Creative Selling? 
by Arthur A. Hood. (Price 10c) 


287—“Good Old-Fashioned Selling” . . . 
What Is It? 16 top ranking sales execu- 
tives draw upon experiences of hard-sell 
eras to indicate how we must sell today. 
(Price 25c) 


286—Instinctively, Are You a Good 
Leader? by J. H. McQuaig. (Price 5c) 


285—Experts Pick Best Test Markets 
by Regions and Population Groups, by 
Philip Salisbury. (Price 35c) 


284—Films You Can Rent or Buy For 
Meetings and Training Sessions, by A. 
B. Ecke. (Price 25c) 


283—What a Purchasing Agent Expects 
from Salesmen and Their Bosses, by A. 
George W. Aljian. (Price 10c) 


282—What Happens to Margin and 
Profit When You Cut Prices 5%, 10%, 
20% ? by T. G. MacGowan. (Price 10c) 


281—Wanted: More Creative Selling 
for Products Sold to Industry (five arti- 
cles), by Alan E. Turner. (Price 50c) 


280—How to Put Warmth and Friend- 
liness Into Your Letters (five articles), 
by Robert E. Smallwood. (Price 50c) 


MISCELLANEOUS REPRINTS 


The following miscellaneous reprints are 
also available until present limited stocks 
are exhausted. (Price is indicated.) 


“$100 Million” Advertiser Panel Re- 
ports Record Demand for P.O.P.—Eighth 
Annual Symposium of Point-of-Purchase 
Advertising Institute. (Price 50c) 


800 Models and Many Markets: What 
Kind of a Sales Setup? by Kenneth E. 
Joy. (Price 15c) 


Why is the “Buying Motive” So Sel- 
dom Used by Industrial Salesmen? by 
Waldo Carlton Wright. (Price 10c) 


FANCY vs. FACT ... don’t be misled 
because the bad news gets bigger head- 
lines than the good news. Specific Fancies 
and specific Facts as observed by Philip 
Salisbury. (Price 5c ea.; in lots of 100 or 
more 3c). 


How Do You Know You Can't Sell 
Your Product by Phone? by Boyce Mor- 
gan. (Price 5c) 


25 Traits of Successful Salesmen, by 
Dr. Ben Franklin Bills. (Price 5c) 


Disappointment vs. Discouragement, by 
John M. Wilson. (Price 5c) 


26 Traits of the Good Salesman. (Price 
5c) 


How to Find and Sell “The Man” 
When You Call on Blue-Chip Giants, by 
Eugene B. Mapel. (Price 10c) 


Come Clean With Your Agency—And 
Get Better Advertising, by James C. 
Cumming. (Price 5c) 


Centaur Finds a Short Cut for Han- 
dling Salesmen’s Expenses, by R. E. Gray. 
(Price 10c) 


Key Questions to Ask Salesmen When 
You Revamp Territories, by B. M. Aus- 
tin. (Price 10c) 


CANADIAN EDITION — Survey of 
Buying Power, May 10, 1953. (Price 
$1.00) 


The INDUSTRIAL Survey of Buying 
Power—May 10, 1953. (Price $.50) 
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Industrial sales, after allowance for seasonal variation moved up 
slightly in April, responding to the recent rise in new orders. This, 
together with the remarkable stability of prices, reflects the prevail- 


ing confident attitude of businessmen generally 
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in the future sales ducing results, 


outlook. Inventory liquidation continued at a slow pace during the 
month, but an optimistic note is that it is in the durable goods 
industries that most of the efforts to liquidate inventories is pro- 
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ADVERTISERS’ INDEX Food Mixers? 


Air Force Daily Milwaukee Journal 
Agency: Clinton D. Carr & Company Agency: Klau-Van Pietersom- Dunlap 
Air Force Time Associates, Inc. 
Agency: Clinton D. Carr & Company Missouri Ruralist 
Allied Van Lines : Agency: R. J. Potts, Calkins & Holden, Inc. 
Agency: McCann-Erick ! 
Pr tse a National Cor Rental System Inc. ........ 
Agency: Cecil rd Precbrey ine. Agency: Gene Rison Associates 
‘ Navy Time: 
Appleton Post Cresce 
Agency: Richard omen Advertising Agency: Clinton D. Carr & Company 
Army Time New Equipment Digest 
Agency: Clinton D. Carr & Company Agency: — Heller & Sperling inc. 7 
New York New i 
Better Homes & Gardens Agency: L. E. WeGivena & Company, Inc. Better Living 
Agency: Kudner Agency, Inc. New York Time | 
Better Living Magazine Agency: Fanti —, Inc, Households Have 
59, 64, 73, 78, 101, 103 Newswee dé 
Agency: Fred Gardner Company, Inc. 
Buffalo Courier SS 86 Northwest st Orient Airline ° 
Agency: Baldwin, Bowers & Strachan, Inc. Agency: Cunningham & Walsh, Inc. * 4 
Building Supply New: ee 
Agency: Tote RS R. Sincieneia inc. Oravisual Company, Inc. .........-+0+5 * 
Bureau of Advertising ....... ececvcceces Re Neer A Rd J Msldeaie te: vor Highest Intent to Buy (6.5%) among readers of 
Chemical Week > any food-store-distributed magazine. Compare the 
Agency: Royal & DeGuzman Advertising Packer Publishi Company . latest Starch Report figures. Send for analysis. 
Chi Tribune Agency: Rogers & Smith emmtoenel 
yom ency: N. W. Ayer & Son Paper-Mate Sees Better Living Magazine, 230 Park Ave., N. Y. 
Cincinnati Times-Stor 66 gency: Foote, “Cone & Belding | ———_——___—— 

Agency: The pea Moreland congas Philadelphia Inquirer . 100 PHOTO STAMPS 
Cleveland Plein D Agency: Al Paul Lefton Company, Inc. : 00 
Agency: Lang, Fhe & Stashower, Inc. Posner-Zabin Advertising ........ ‘ 3 ' pony nt $] 4 
ay tn Press Railway Express Agency \ cat Made frem any photo or snap- 

Agency: Benton & Bowles, Inc. e shot, perforated and gummed 
~ —- like stamps. Ideal for letters, 
Sales Management s invitations, announcements, 


St. Paul Dispatch-Pioneer Press 
The Dallas Times Herald ... 
Agency: Crook Advertising Agency Agency: Ephraim Holmgren Adveriising 


San Diego Union & Tribune =z 
Dell Publishing Company « one wee Free Samples. J. 
Agency: Robert W. Orr y" Associates Agency: _— Chase Company Posner, 95 Madison Av., N.Y. 16 


Delta C & S Airlines Sewyer's . iN Seen Res ote! sna 
Agency: — Dowling Adams, inc. Agency: Carvel, ae : ‘ne Is your 


Schieffelin & 
Detroit Ne ° Agency: tbo Man ball — Inc. 


© ong Seventeen SALES LITERATURE DRY 
Agency: Young & f & Rubicam Inc. Sickles Photo-Re oting — oe LACKING IN ROMANCE? 
D. Lask 


Thomas A. Edison, Inc. (Ediphone Division) 35 Agency: M ompany : : 
Agency: Green-Brodie - Sioux City Racism & nay “You Mail It” Sunday supplement is 
Strathmore Paper C A a natural for manufacturers — han- 
roe > Sees Ce he. Agency: — Kimball Company, Inc. dles 5 or 6 product ads, gets inquiries 
suauieis Satan aires, tne. Successful Far in greater qu antity than other mail- 
Agency: Beaumont Helier & Sperling inc. Agency: L. E. cr ing pieces. Puts your company name 
Corpor Sweet's Catalog Service over in a big way. 
FR Agency: Schuyler Hopper Company 
Satis ner ie Wasi arene Write for details and specify quantity 
rite for ; 
General Auto Rental Compan Television Programs of America Inc. 


Agency: Peter Zanphir, Inc 


Agency: Samuel Taubman’ C & ompany . bette MANNION 
General Outdoor Advertising Company ..24-25 Thomas Publishing Company GHC. 


Agency: McCann-Erickson Inc. J. — Thompson Company Publishers of “Graphic Review” 


Greensboro News & Record Time, 185 N. Wabash Ave Chicago |, lil, 
Agency: Henry J. Kaufman & Associates yo Ps ‘Young & Rubicam ‘inc. phe senor 8 


Troy Record Newspapers 


Hamilton Spectator ........... ° af SALES 
J H Organization 2 United Van Lines, . 
“gency: ampbell-Ewald Company Agency: Kelly, Zahendt & Kelly, Inc. Established, nationally known Midwest 


Haywood Tag Co ‘ manufacturer of major prestige musical 
Houta tas Waadee Cesieam WET WBT-TV (Charlotte) .........-.... apenas. 


WHBF (Moline-Rock Island) 2 instruments is seeking a man to work 
"ue eed Swink acon ine. Agency: Clement T. Hanson Advertising first in direct selling to retail outlets, 
Hollywood Advertising Compa WKY (Oklichoma City) 23 then assist in sales supervision, and sales 
hana Albert Weisberg "Advertising : Ba mene a — Company Advertising promotion and advertising. Must have 
& Times Herald I ti ell as 

The Schuyler Hopper Company ee os experience in sales promotion as w 
ee gta fi Agency: Lewis Edwin Ryan Advertising ead Prefer experience in selling hard 

janapolis Star ; : 

Agency: Sidener & Van ss inc. lines to retail stores. College graduate. 


| How Advertisers Use Interest in music helpful. Position can 

Journal of Accountancy .......... spans Photo- -Reports lead to key post in Sales or Sales a 

E Sustrated bookie? desesthes b motion for a young man, age 30-35, who 

nagency: Willa 5 Williams Advertising - Sickles gets pictures and reports has the ability and growth potential we 

Kentucky Hote p for Advertisers and Editors desire. Appropriate earnings arrange- 
Agency: Doe-Anderes Advertising = Send for free copy ment. Reply in confidence. Box 3047. 

ee SICKLES 


Louisville Courier Journal & Times 84 = 2h . . re ncn nnn rN 3 
Agency: Zimmer McClaskey Advertising €: pie en Da 


a nm Manton Pebtting 5 MArket 2-3966 ATTENTION SALES EXECUTIVES 
gency: Michael Mannion z vertising | 
Your opportunity to add an aggressive go- 
Maryland Glass Corporati : etter to your selling team either as an assis- 
Agency: Vansant, ime a "Company, “ines ne to en everwundened exec or a representa- 
Hotel Mayfair & Lenno: 58 tive of your products. An excellent pe year 
Agency: H. George Bloch Advertising Comp.ny record of accomplishment in Sales and Ad: 
McGraw-Hill Publishing Company .......36-31 +4 > gl the ¥ - ministration with two prominent manufacturers. 
Agency: Fuller & Smith & Ross Inc. Age 20 Sing le—Well rounded business edu- 
Miami Herald get alon — with people, One with cation—New York City resident. Free to travel 
Agency: August Dorr Advertising Inc. ——_ ment, otion and ~ yt and willing to relocate—World War Il vet. 
back round from i2 ore a agency P 
Military Market ° nee in consumer, tool fatuerlon Don't miss the opportunity to look this man 
Agency: Clinton D. Carr & Company lines; and knows industrial distribution, Mini over and go through his portfolio . . . he 
Mill & Fac com m Siew. College, family, presently employed. could be just the man you want. Box 3045. 
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THE SCRATCH PAD 


By 7. Harry Thompson 


Clocking 3,615 miles in 30 days 
between Philadelphia and various 
points in the South does not precisely 
qualify me as a motorized Marco 
Polo, but it did give me a chance to 
confirm much that I had read about 
modern motels in a recent issue of 
SM. (“Those Magnificent Motels 
... Are on the Road to Big Success,” 
SM, Feb. 1, 1954, p. 42.) 


If business takes you to Savannah, 
I think you might want to look at 
the spic-and-span new Howard John- 
son’s Motor Court on the southern 
rim of the city. A Howard Johnson 
restaurant on the grounds, Crane 
bathrooms you’d like to take home, 
and television optional in your room. 


Superintendent: “Didn’t you get 
my letter firing you?” 
New Salesman: “Yes, but the en- 
velope said ‘Return in 5 days’.” 
—The Milk Salesman. 


Sales of toilet-goods and cosmetics 
will reach $2 billion by 1960, with 
the period between 1954 and 1959 
the biggest six years in the history of 
the business, predicts Max Factor, 
reported by Curtis Research. 


Marsh Pickett gets a neat twist 
into what the blonde told the strug- 
gling young psychologist who was 
wooing her: “I won’t marry a man 
who works for somebody else. Come 
back when you know how to own 
your mind business.”’ 


e 
A 5-year-old told Art Linkletter he 
always screams when he wants some- 
thing. Art asked if his mother usually 
gave in. “Somezimes she does and 


sometimes she doesn’t,” said Junior, 
“but it’s no trouble to scream.” 


. 
Sign Here Dep’t: A road-sign in 
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Georgia originally reading “Watch 
for Cattle” has been scraped to read 
“Watch for Cat.” The great Ameri- 
can sense of humor. A sign on U.S. 
13 near Norfolk, Va., reads: “Ted’s 
Tavern. Warm Drinks and Lousy 
Food.” 

And lettered in the dust with a 
forefinger was this safety-reminder on 
a Fruehauf Freighter just ahead of 
me: “It takes two to tangle. Watch 
my rear—not hers.” You think truck- 
drivers aren’t smart? 


I have taken the liberty to revise 
the meter and a few other things in 
this bird-doggerel I found in Stand- 
ard Envelope’s Standard Time: 

The early-bird proverb 
Leaves much that’s unsaid. 
Consider the moral 

Had the worm stood in bed! 


Copywriters At Work Dep’t: ““To- 
day’s Chesterfield is the best cigarette 
ever made!” “Greatest refrigerator 
ever built! Philco Golden Auto- 
matic.” “The thrifty 54 Studebakers 
are the only really modern cars in 
America.” 


Floridians say “Calif.” means 
“Come and live in Florida.” Play 
nice, Boys! 

. 


Recommended listening for long 
hairs should her concert-tour hit your 
town: The powerful pianistics of the 
Greek virtuoso with the Austrian 
name, Gina Bachauer. She shows a 
Steinway concert-grand who’s boss. 


Finding a former favorite hostelry, 
St. Augustine’s Castle Warden Ho- 
tel, now turned into Ripley’s Oddi- 
torium, I decided to renew my 
acquaintance with the picturesque 
old building with its crenulated tow- 
ers. One of the exhibits is a sure- 
enough chastity belt and so labeled. I 


wondered what a father might tell 
his young son who asked: “What's 
that, Daddy?” 


I don’t think the Farmers’ Cup- 
board Restaurant, Ft. Pierce, Florida, 
was kidding when it printed the fol- 
lowing in its bill-of-fare: 

Is THERE A MAN IN THE House? 

No. 10. Haymakers’ Morning 
Muscle-Builder: 

14-Doz. Eggs 

3 Pork Chops 

1 Loaf of Bread (Toasted) 

Potatoes 

Coffee Till the Pot Runs Dry 

. + . $3.50 


Add motels: One which I visited 
said don’t try to steal anything be- 
cause we have your license number 
and the cops will track you down. 
I rather prefer this one which I 
copied verbatim. It is signed by Mr. 
& Mrs. C. N. Talbot, owners of the 
Coral Sands Motel, Myrtle Beach, 
§.C:: 


To Our GUESTS 

We don’t make a bunch of Regula- 
tions for our court. 

We just ask that you observe The 
Golden Rule in relation to us and 
your fellow guests, as we endeavor 
to do toward you. 

“Lord, let me so govern my actions 
that I may look in the mirror each 
morning and not be ashamed of what 
I see there.” 


Next to the Coral Sands at Myrtle 
Beach is the fabulous Pink House, 
with its smart gift-shops and _ its 
smorgasbord of simply beautiful food. 
The bricks, all hand-made, which 
were used to build the Pink House 
came over from England as ballast 
in the days of sail. 


“The only reason some people get 
lost in thought is because it’s un- 
familiar territory to them.” — The 
Re-Saw, quoted in The Miami 
Herald. 


David Pickles, who, with his 
charming wife. runs the Patrician 
Inn at Washington, North Carolina, 
mentioned a song I hadn’t heard: 
“My Inlaws Made an Outlaw Out 
of Me.” And have you ever heard 
that old favorite of railroaders? 
“Run for the Roundhouse, Nellie. 
The Boys Can’t Corner You There.” 
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You've just made a sale. Her eye was caught by your 

product in its distinctive blue bottle and she’s going to buy. 
That’s not strange. Maryland Blue is a powerful salesman. It 
stops the eye in the store . . . invites use in window and counter 
displays . . . acts as a constant reminder in the home. It 
imparts to your product the integrity and quality that has 
been associated with blue through the centuries. 

See for yourself why leading firms utilize Maryland Blue’s 
rich color as an advertising, merchandising, and selling tool. 
Write for samples today. No obligation, of course. 

MaryLAnD Giass Corporation, Baltimore 30, Maryland. 


Also available in clear glass 


FLUTED 
OVAL 


THE PLACE fo tell your story when you want to 
sell women is in the medium on which they 
depend primarily for buying ideas. And in 
Chicago that medium is the Chicago Tribune. 
Because it prints the news and information they 
want in order to get more out of life, hundreds 
of thousands more women read the Tribune 
than read any other Chicago newspaper. 

In today’s competitive fight for distribution 
and store support the Tribune, more than any 


New York City 
E. P. Struhsocker 
220 E. 42nd St. 


ADVERTISING SALES Shices° 
W. Dreier 


A. 
REPRESENTATIVES 1333 Tribune Tower 


BEST 


WOMENTE 


other medium, can help you get retailers to 
stock and push your brand. Because it produces 
better results, they place in the Tribune more of 
their advertising budgets than they place in all 
other Chicago newspapers combined. 

A Tribune representative will be glad to work 
out with you an advertising program that will 
increase sales and build a strong consumer fran- 
chise for your brand. Why not get in touch with 
him now while the matter is fresh in your mind? 


San Francisco 
Fitzpatrick & Chamberlin 
155 Montgomery St. 


Los Angeles 
Fitzpotrick & Chamberlin 
1127 Wilshire Bivd. 


W. E. Bates 
Penobscot Bidg. 


